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= KNOW YOUR 
ORGANIZATION ! 


SAUUNOUNORREUAUEGASEREREOED 


SCREEN ADS, COMMERCIAL FILM 
“TO BE IMPORTANT BY- PRODUCT 
ACTIVITIES OF THE COMPANY 


-Two more innovations in profitable theatre operation were 


discussed and fully approved in 


‘|Profit Activity Hits B 
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terms of, highest enthusiasm by 


President Katz and his Executive Cabinet this week. 


These two new ideas are: 

14. Company participation in 

profits from a new kind of 

screen advertising, both local 
and nationally. | 

2. Company participation in 

profits from the production of 

commercial film, locally and na- 
tionally. 

Both of these new ideas fall into 
the dual classification of providing 
easily obtainable and legitimate 
“by-product” income, as well as 
entertainment. Contracts. and 
other commitments have already 
been negotiated, and personal con- 
tacts will soon familiarize every 
local operation with all necessary 
information. The two new ideas 
are expected to exceed in results 
the phenomenal success already 
registered by the candy vending 
machines. 

In the case of the screen-ad 
plan, it will come within the pro- 
visions of the contract with the 
Theatre Service Company, which 
proposes to furnish a new kind of 
local commercial screen ads. 


In the case of the commercial | 


film manufacture, Paramount Pub- 
lix has a huge department which 
is capable of turning out any kind 
of commercial film at lowest prices 
and in quickest time, made with 
all of the facilities at the com- 
mand of the company. Later on, 
local theatres will be expected to 
make this fact known and to de- 
velop “prospects” that can be fol- 
lowed up by those in charge of the 
activity. 
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{ OBJECTORS TO 
} EXAMINATION 
OF PASSES! 


Complaints from thin-skin- 
ned ‘“‘big-shots’ who rate 
passes, but object to letting 
the cashiers or doormen ex- 
amine them on demand, are 
to be given short shift. The 
answer to all of these com- 
plaints is that to protect the 
interest of the person to 
whom the courtesy is extend- 
ed, the company has by ex- 
perience found such examin- 
ation necessary. This is be- 
cause some passholders have 
carelessly kept their pass 
where it has been available 
to others than the person to 
whom issued. Instances are 
on record where one pass- 
holder circulated his pass to 
such an extent that it bobbed 
up twice daily, nearly every 
day of the week. This, of 
course, is a flagrant breach 
that cannot continue, and is 
the basic reason for strict 
pass-examination. 
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MAY PAY DAYS 


Here are the three 
money days in May that 
will mean plenty of pay 
dust in your box-office if 
you start thinking NOW 
about harnessing them to 
the job of selling tickets 
for your theatres: 


Mother’s Day. May 11 
Straw Hat 
Season May 15 


Memorial Day May 30 
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COMPANY . NAME 
CHANGED ON 
APRIL 24 


At the annual meeting of the 
stockholders of the Paramount 
Famous Lasky Corporation, 
held in the Paramount Build- 
ing recently, it was voted to 
change the name of the com- 
pany to Paramount Publix 
Corporation. 

The change went into effect 
officially on April 24th when the 
necessary papers were filed in 
Albany certifying as to the stock- 
holders having changed the name 
of the Company. 

The Company is sending out 

(Continued on Page Four) 
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oiling Point, Survey Shows 


00 CANADIAN 
JOIN PUBLIX 


It was officially announced 
last week that Paramount Pub- 
lix Corporation had made an 


offer to stockholders of Fam- 
ous Players Canadian Corporation 
for an exchange of 5 shares of 
Famous Players Canadian Corpor- 
ation stock for four shares of Par- 
amount Publix Corporation stock. 

If this offer is accepted by the 
holders of 250,000 shares of the 
Canadian stock, Paramount Pub- 
lix Corporation will take over the 
theatres in Canada now operated 
by Famous Players Canadian Cor- 
poration. 

This would add to the Publix 
chain approximately 200 thea- 
tres and would ive vast op- 
‘portunity for personal advance- 
ment, both to the men now in 
charge of the operation of these 
theatres and to the other per- 
sonnel of Publix. 

The merger will make more in- 
tensive operation of the chain in 
Canada possible and _ therefore, 
will be welcomed by the Canadian 
executives and personnel, 
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Publix Theatres Corporation, Paramount Building, New York, Week of April 25th, 1930 


ON ‘HOT’ ADS 
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SSEPDEDEDDORREEPEREEGEEECEREEEERDERRDRBBPEDOBEES: 


_ WATCH MAY 
PAY DAYS! 


| call 
DEREREDRERGERBERRODRREEROGSRRERDE 
. 


No. 33 


SUNAAUAUASUANTONINT 


WHOLE CIRCUIT IS WARNED — 
‘AGAIN ON AD-COPY POLICY 


HAIISES MAY Voicing the policy of the whole Publix circuit concern- 
ing thoughtlessness or ignorance which permits vulgar, un- 


truthful or salacious advertising to appear in connection with 


CIRCUIT'S ZEAL 
LAUDED BY 
~ CHATKIN 


“Tt is a source of great satis- 
faction to me,’ says David J. 
Chatkin, General Director of 
Theatre Management, who has 
just returned from a tour of 
many key cities in the circuit, 
\“to see the magnificent way in 
which the circuit at large has 
taken hold of the Second 
Quarter profits - over - quota 
drive. : 

“Activity throughout the cir- 
cuit as evidenced by every city 
which I visited is at the boiling 
point; particularly am I grati- 
fied to know that the driving 
power of the theatre manage- 


(Continued on Page Two) 


DISTRICT MANAGERS MEET 


TO FURTHER 


Furthering Publix’ “Know 
Your Organization” policy, ten 
field executives will assemble 
in New York on Monday, April 
28th, for a second District 


Managers’ Session. 
“Beneficial results of the first 
District Managers’ Session, held 


have caused much loss of many 


newspaper contracts) should 


edly wrong. 


home office for approval. 


CONTRACT WARNING! 


Publix Theatres has in times past come up against contracts 
that have been entered into by managers in the field, which 


ment in trying to get out of them. Some of these contracts 
are for mat service, shadow boxes, etc. 


All contracts that are entered into by a theatre with any 
outside firm whatsoever (and this is particularly true of 


department in the home office for O.K. 


The Home Office does not want to be petty or quibbling about 
the proper contracts, but unless it has a knowledge ‘of these 
contracts before they are signed, something is apt to go decid- 


Make it a general rule that you will not sign any contract of 
any nature whatsoever, until such contract is submitted to the 


in February,’ said Mr. Katz, ‘‘in- 


and a great deal of embarrass- 


be submitted to the proper 


A. M. BOTSFORD 


‘KNOW-POLICY 


dicate that such meetings immeas- 
urably strengthen the bond be- 
tween the field and the home of- 
fice. 

“While in New York the District 
Managers will attend a continuous 
series of conferences with Home 
Office department heads, absorbing 
an incalculable amount of infor- 
mation which they will be able to 
disseminate through their indi- 
vidual districts upon their return. 

“The plan underlying the series 
of sessions is a most practical ap- 
plication of. our ‘Know Your. Or- 
ganization’ policy and recognizes 
the district head as the very key- 
stone of that policy. The district 
manager comes into repeated and 
frequent contact with all managers 
under his supervision, and with 
his district booker and district 
publicity supervisor as. well. 

“By making it possible for dis- 
trict managers, in successive 
groups, to spend two weeks in 
New York City in’ close contact 
with officials in all departments 
and in intensive study of depart- 
mental functions, we establish a 
practical connection whereby we 
will have a continuous flow of in- 
formation from the Home Office to 
the most remote operations in the 
field, during and after each ses- 
sion. 

“Wach District Manager will go 
back to his territory with a com- 


(Continued on Page Two) 


the company name, President 
Katz devoted an important part 
of this week’s Executive Cabi- 
net meeting to the subject. 

“T have before me an ad 
on “The Girl Said No!” 
which apeared in a Carolina 
newspaper. It calls Polly 
Moran and Marie Dressler 
“drunken hussies.” The fact 
that such copy was publish- 
ed by us, is inexcusable— 
even with the circumstance 

that the exact copy and the 
ad appeared in a Home Of- 
fice Publix manual. 
“Mistakes will happen. The 
Home Office is bound to make 
errors, just as errors will oc- 
cur in the field. In the case in 
point, where the error occurred 
in a manual, the Home Office 
should have received hundreds 
of notification queries from 
alert showmen in the field be- 
fore that obvious error was re- 
peated. I am disappointed that 
no one called attention to it be- 
fore the damage occurred in ac- 
tual publication. (oe 
“This particular error, bit- 
ter as it is, I hope will prove 
beneficial by providing a con- 
crete example of violation of 
one of the strongest policies 
this company has always advo- 
cated. | | 
“Because of the enormous im- 
portance attached to the policy of 
clean, truthful, decent advertising 
as against the other kind, the com- 
pany must severely enforce that 
policy, Whether violation is due 
to ignorance or carelessness will 
be no excuse in the future, no mat- 
ter what the underlying circum- 
stances are. 
“To forcibly call attention to 
its importance, I am causing 
the offensive ad to be the subject 
of a final warning to everybody 
through this issue of Publix Opin- 
ion. That warning includes every 
(Continued on Page Two) 
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N. V. A. DRIVE 
OPENS APR. 27 


The N.V.A. Drive Week 
starts on April 27. The 
cause is a worthy one. 
Messrs. Zukor and Katz have 
promised unqualified sup- 
port. It’s up to you to back 
them up. 

Daily collections in thea- 
tres, or benefit shows, are 
authorized and ordered for 

_ this purpose. Raise all the 
money you can. It’s needed! 
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PUBLIX OPINION, WEEK OF APRIL 2511, 1930 


TOUR OF CIRCUIT REVEALS — 
ACTIVITY AT BOILING POINT 
"IN SECOND QUARTER DRIVE 


: (Continued from Page One) 
ment forces has been so splen- 
didly organized and so thor- 
oughly mobilized to the task in 
hand. The dynamic forces of 
theatre management—division 
and district managers and 
house managers—have laid 
their shoulders to this task 
with a will—and their efforts 
have had the one hundred per 


cent co-operation of the adver- 


tising and booking staffs. 
: Zeal Evidenced , _ 

“Zeal such as is being shown 
in this undertaking by all con- 
cerned is unconquerable and irre- 
sistible: There is not a doubt in 
my mind that when the figures for 
the Second “Quarter have been 
finally compiled, the result. of this 
loyalty, eagerness and enthusiastic 


a dedication of the man power of 


the circuit to a great enterprise 
- will be evidenced in returns which 
_ will make us all proud. 
“The man power of the Publix 
circuit is organized as never be- 


fore, sweeping on as never before) 


evident in the history of theatre 
_ operation to a determined victory 
in attainment of the goal which it 
has set itself to reach. 

“The Second Quarter opened in 
fine shape; the Lenten season, tra- 
ditionally a period of poor busi- 
ness, has been hurdled; Waster 
holiday business is with us and 
box-office returns are piling up. 
Division after division has per- 
fected its drive machinery and the 
result of this thorough work of 
organization is already apparent 
on allsides.” = : 
Walsh Corroborates 


i ’ 
George Walsh, Director of the 


_. Saenger Division, has just return- 


ed from a visit to all districts of 
his territory and his report sub- 
stantially bears out Mr. Chatkin’s 
observations of conditions in such 
territory as the latter had visited. 
“fF am impressed,’ says Mr. 
‘Walsh, “with the eagerness with 
which my territory has entered 
into the Second Quarter Drive for 
Profits. Being, as a division, one 
of the new-comers in the Publix 
circuit, they are fired with enthu- 
siasm at the opportunity of par- 
ticipation. in this, the first circuit 
activity which they have been ‘in 
a position to join. : 
“Our men of the Saenger Di- 
vision are out, not so much for 
prizes as to establish themselves 
as worthy compatriots in the great 
army of Publix managers. The 
Saenger circuit was always known 
for its marvelous family spirit, a 


spirit of morale inculcated over a 


long period of years through the 
leadership of E. V. Richards and 
Julian Saenger. This wonderful 


agers ‘playing the game.” 


motivating force is still in evi- 


dence throughout my entire terri- 

LOVys 5 
_ Fighting Spirit 

“That the veterans of the old 

Saenger circuit have evidenced 


this fighting spirit in the way they. 


have entered the Second Quarter 
drive for profits-over-quota has 
been abundantly revealed to Di- 
vision Manager R. J. O’Donnell, 
and myself in our recent. trip 
throughout the division.” . 

An intense rivalry, of the right 
sort, is shown by the activities in 


|the various districts of this divis- 


ion, nor is the zeal displayed lack- 
ing in the element of humor and 
good fellowship. C. W. Green- 
blatt, for instance, manager of the 
Delta District including the towns 


of Vicksburg, Jackson, Greenville, | 


Greenwood and Clarksdale, Missis- 
sippi and Helena, Arkansas, has 


taken advantage of the fact that 


he had nine theatres participating 
in the campaign to organize his 


profit drive in the semblance of a] 
baseball nine with the slogan]. 
“Delta Determined—Delivers Diy- 


idends.”’ 
Batting Averages 
District Manager Greenblatt is| 
issuing a weekly compilation of 
batting-averages to the nine man- 
Fig- 
ures of these managers in baseball 


players’ costume, accompanied by: 


the names and the names of their 
theatres and the batting-average 
worked out on a percentage basis 
are printed across the bottom of 
all stationery issued from the 
Delta District. These baseball 
players are shifted from week to 
week as their percentage figures 
justify—this simple device keep- 
ing alive the spirit of rivalry 
throughout the district. In all the 
towns of this district prizes in 
cash are being offered each week 
in participating theatres through 
the co-operation of local mer- 
chants in the town who are donat- 
ing the sums offered and receiv- 
ing courtesy credit on the screen 
for. their public spirit. As a re- 
sult, the Delta District is seeth- 
ing. 

Down in the Louisiana District, 
where District Manager. Maurice 
F. Barr is determined to push the 
eight theatres of New Orleans, 


/Baton Rouge and Alexandria into 


the money class, a horse race de- 
vice is employed for indication of 
the shifting standings of the con- 
tending managers, each of whom 
is represented on the district sta- 
tionery by a race horse ridden by 


‘a jockey at top speed with the ac- 


companying names of theatre and 
manager attached. Sor 
_ Stunts Circulate — 

Here the slogan is ‘‘Push profits 

with punch and publicity.” One 


4 Si cere 5 ” z i 
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HATS FOR THE HATLESS! 


‘Before sailing for a well-earned rest in Bermuda, Division 
Director Arthur Mayer announced that on his next tour of his_ 


division he would buy every Publix h 
exceeded its profit expectancy for the first period of the 


manager whose house had 
Sec- 


ond Quarter Prize Contest a new straw hat. 
This news will be greeted with loud ‘‘Hurrahs” by the_ 


many Publix managers in Iowa and Nebraska who have lost 


‘applied 


JONRDERNEOBSADLEMIINTITAT ES 


POTENTIALITY! 


Film Daily opines that the Byrd 
film will be a box office record- 
wrecker. It says: 
Film Should Make History 
We see nothing to stop 
this feature production 
from making screen his- 
tory. No production 
ever released has had 
one-tenth its publicity. It 
_ promises to be one of the 
most. beautiful, daring 
‘and honest bits of hu- 
man endeavor and Yan-— 
kee grit ever put upon 
the screen. In all, over 
one hundred and twenty- 
five thousand feet of film 
were shot. This is now 
being cut and edited into 
feature length for uni- 
versal distribution and is 
planned for release about 
the middle of June. 
| Adolph Zukor and Para- 
mount deserve the con- 
_ gratulations of an appre- 
ciative industry on this 
fine and worthy effort 
which should be another 
rather complete and com- 
pelling answer to those 
industry critics who can 
see nothing but the 
cheap and tawdry in pic- 
tures. ae ea 
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SECOND SESSION 


FOR FIELD HEADS 


(Continued from Page One) 
plete understanding of home office 


functions and problems, equipped | 


to act as a qualified interpreter of 
these functions and problems to 
others in the field.”’ 

- District Managers who will at- 


tend the two weeks’ session are 


Arthur E, Abelson and Ray Niles, 
of BE. R. Ruben’s division; A. J. 


‘Moreau and Frank Hookailo of 


J. J. Fitzgibbons’ division; Jesse 
L. Clark of J. J. Friedl’s division; 


T. Wilson Erwin of L. E. Schnei- | 
der’s division; 


Vogel Gettier of 
A. L. Mayer’s division; C. War- 
ren Irvin of J. A. Koerpel’s divi- 
sion; Ricardo Montiel of George 
Walsh’s division, and Thomas P. 
Ronan of J. J. Rubens’ division. 
Schedule as arranged by Jack 
Barry, who is in charge of the ses- 
sion, will be carried in the next is- 
sue of Publix Opinion with an out- 
line of the highlights of thesession. 


of the stunts originated in this dis- 


‘trict is the circulation of lobby en- 


tertainment. The lobby entertain- 
ment appearing in the New Or- 
leans theatres—whether it con- 
sists of singers, display of mechan- 
ical devices, or what—is being cir- 
culated in turn to each of the 
other theatres in this district with 
beneficial results. It is Divisional 
Director Walsh’s intention to ap- 
ply this circulation of lobby en- 
tertainment to his entire division. 

Another divisional measure 
which this smart showman has 


‘evolved for the Second Quarter 


contest is seen in the upbuilding 
of front programs with specially 
selected materials and specially 
devised efforts—these now being 
to theatre programs 
throughout the entire division. 


AUGUUOUENSOCEUUUORTIT: 


ASSIGNMENTS 
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well Luter, formerly assis- 


2 


‘tant manager of the Fairfax, Mi- 


(CIRCUIT GIVEN 
WARNING ON 
‘HOP ADS 


(Continued from Page One) 
kind of advertising — trailers, 
radio, posters, newspaper ads, 


news stories, circular letters, tie- 
ups, or even word-of-mouth adver- 


tising: 


Two important principles, 
says Lem Stewart, bearing on 
the preparation of advertis- 
ing copy may be observed in 
connection with the copy 
condemned for ‘The Girl 
Said No!” . 

THE FIRST: Each adver- 
tising message must. be 
written as if it were the 
first and final message 
about the product; the 
copywriter ever alert to 
the fact that the impres- 
sion he intends his copy 
to create is not the im- 
pression it may create, 
since the copywriter (and 
not the reader) is the on- 
ly one who can directly as- 
sociate first-hand knowl- 
edge of the product with 
the copy. Thus, the of- 
fending copy for ‘‘The 
Girl Said No!” was writ- 
ten after the picture ha 
been previewed. The copy 
written with the recollec- 
tion in mind that the 
scene referred to was a 
laughable sequence, prac- 
tically burlesque. But the 
outside reader failed to 
grasp the association of. 
burlesque despite the il- 
lustrations in the ad, and 
the copy brought offense! 
THE SECOND: Advertis- 
ing copy deals with the 
power of suggestion and 
hasty impressions are es- 
sential to desired results. 
Hence in advertising copy 
particularly, what words 
connote is far more impor- 
tant than their dictionary 
meanings. By the diction- 
ary for example a “‘hussy”’ 
is “fa pert or forward 
girl.’”’ But what does this ' 
word connote to the aver- 
age reader? 
Accordingly here is a 
in 
doubt about the use or 
good taste of a given 
word or phrase in adver- 
tising, DON’T! 


“Show business in the last few 
years has elevated itself beyond 
the reach of those critics who 
found ample cause for destructive 
activity, through the vulgarity, in- 
decency and untruthfulness which 
formerly abounded in the industry. 
This advance in public confidence 
and esteem is due to Publix thea- 
tre operation and Paramount Pic- 
ture policy, more than to anything 
else. Weare proud of our leader- 
ship in this industry, and we can- 
not permit thoughtlessness, over- 
zealousnhess, or ignorance to lower 
our standing. : 

“No disciplinary measure can be 
too severe for anyone at fault in 
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MR. CHATKIN LAUDS ZEAL IN CONTEST] 


this manner, nor will any leniency — 


be shown in the future, in 

matters affecting this 
Nothing less than the most alert 
watchfulness and strict discipline 
will provide the protection the 
company and the industry re-. 
quires. 

\ “If anyone is ever in doubt 
upon procedure, a_ telegraphic 
query will bring immediate ad- 
vice, and may be the means of 
providing just the timely warn- 
ing the whole circuit needs. 

“It is as much up to the field 
to protect the Home Office as it is 


for the Home Office to protect the 


eld. | 
“Until recently, the entire 
amusement business has been at 


the mercy of any fanatical zealot _ 


or grafter who wished to make an 
attack for his personal publicity 
or profit. Today, the industry has 


won the respect of the public to 
such an,extent that it is no longer & 
The public now ~ 


in that position. 
has confidence in show business 
because we have earned it. We 
in Paramount-Publix expect to go 


to any length, to maintain the 4 


public esteem which we have 
worked so hard to earn. 

“Anyone within the industry 
whose harmful activity endangers 
that public good will, is a traitor 
to his source of livelihood, and a 
traitor to his. associates in the in- 
dustry, no matter whether inno- 
cently or intentionally.” 


DISTRICT. PULLS | 


PAGEANT ACT 
100% STRONG 


Each City. Manager in Central 
Illinois has been successful in 
making a tie-up with his local 
‘Chamber. of Commerce, Retail 
Merchants Association, and news- 
paper on the Pageant of Progress, 
states T. P. Ronan, District Man- 
ager for this territory. 

“This is probably the first time 
in the history of the organization 
that an entire district has been 


one hundred per cent efficient in — 


lining up behind a tie-up project,” 


policy. — 


said D. J. Chatkin, General Direc-: — 


tor of Theatre Management, in 


commenting on Ronan’s report. 


In each city, each member of 
the Merchant’s Association has 
agreed to devote one window to a 
Pageant of Progress display of his 
particular merchandise, building 
the window around art supplied 
by the theatres which ties in the 
successive current attractions. 
Newspapers are getting out special 
sections, which will be featured 
by co-operative merchants’ adver- 
tising. In addition, each merchant 
has agreed to run a Pageant of 
Progress slug, which ties in the 
theatre and attraction, in all daily 
ads during April. 

Prizes totaling from $75 to 
$100 are offered in each town for 
the most attractive and effective 
window displays, and in every in- 
stance the Chamber of Commerce 
and the Retail Merchants’ Associa- 
tion have issued three to five 
bulletins to all merchants, urging 
them to get behind the Publix 
Pageant of Progress as a worth- 
while civic activity. 


OUR BIRTHDAY PARTIES! 


ami, has been promoted to the 
anagership of the Rosetta, Mi- 
ami, replacing N. L. Tower, re- 
signed. 
BE. <A. Vinson has_ replaced 
Thomas James as manager of the 
Scollay Square, Boston. James’ 
next assignment is forthcoming. 
Monte Hance, manager of the 
Strand, Hattiesburg, Miss., has 
fassumed the management of the 
Saenger, Greenville, Miss., reliev- 
ing Dan Burgum, who is on a leave 
of absence. The Strand in Hat- 
|| tiesburg will be handled by A. 
| Brown ‘Parkes, also manager of 
the Saenger, Hattiesburg. 


their hats in the rush for bigger profits during the Second 
Quarter Prize contest. tee eae 
When questioned at the dock if he was in, league with the |} 
Iowa and Nebraska merchants to advance spring, Mayer re- 
lied: ; - old. 
Z “The need for straw hats in Nebraska and Iowa is 
acute. It has been found that the red hot sales hunches 
published. weekly in Publix Opinion cannot be pasted in 
a soft felt hat. The greater surface of the straw hat per- 
mitting more ideas to be contained therein has a distinct 
advantage.” aid : : 
Publix Opinion now awaits news from some of the other 
Division Directors about the invention of an enlarged coat 
sleeve in which managers can conceal more tricks. 


April 25th to May Ist 


This week Publix Opinion congratulates the follow- 
ing theatres, which are celebrating their birthday anni- 
versaries with exploitation stunts. 


, 


OPENING DATE 
April 26, 1921 
April 28, 1924 
May 1, 1922 
WMayl 
May 1, 1902 
May 1, 1928 


THEATRE 
Capitol | 
Fields Corner 
Melba 
Rialto 
City Opera House 
Strand 


TOWN 
Pittsfield, Mass. 
‘Dorchester, Mass. 
Dallas, Texas 
Macon, Ga. 

Wate: ville, Me. 
Des Moines 


ae 


: | | PUBLIX OPINION, WEEK OF APRIL 251n, 1930 ee, sa 


EXPLOITATION HUNCHES ON BYRD FILM 


"EXECUTIVE ACTIVITY AIMS 
AT ENTERTAINMENT ANGLES 


2 PROMOTIONS 
IN DISTRICT 
REVISIONS 


Revision of districts in Illinois, 


Here is one advance-copy hunch: 


Coming!! Soon!! 


FIRST AnD EXCLUSIVE SHOWING!! 


“9 


_IN SELLING BYRD THRILLER 


Following instructions to Publix showmen from A. M. 
Botsford to sell the Byrd-film as “entertainment,” and not as 
educational film, Publix Opinion asked numerous executives 
and showmen, including Mr. Botsford, for specific explanation 


The Epic Adventure-Romance Of All History!! 


_ Now after 3 years, you can see it!! 


“WITH BYRD 


done. 7 
Of course the Byrd film has 
not yet been edited, and until it 

- is completed in the final form 
in which the public will see it, 
it would be useless to try to 
devise a selling campaign of 
maximum efficiency. Some of 
_the most attractive exploitation 
: phases and possibilities might 

thus be overlooked. However, 
: with the knowledge that the 
film will be released in June,and 
most daily newspapers from 
g now on will feature news stor- 
ies and news pictures relating 
| to the Byrd Expedition, and 
¥ the contents of the film there 
‘ are certain opportunities which 
every showman will want to 
‘° seize now, so as to direct pub- 
lic interest in Byrd, toward the 
‘ box office. It is not too early 
a for display of a lobby poster 
that exclaims: “Coming! Soon! 
First Exclusive Showing In 
x This City! “WITH BYRD AT 
- (THE SOUTH POLE? 

Later on, when expert sell- 
ing-minds have studied the 
: contents of the film, you will 
| get specific help in press-books, 
ad-sales accessories, Publix 
Opinion, and Publix Manuals, 
as well as all of the help that 
can be obtained from those who 
) have the most experience and 
information on the subject. 


Some of the ideas that are 


now 


a and unusual. 
Dual Copy Slant 


and suggestion as to the manner in which this may best be 


| under consideration by 
| those who are devising the 
campaign to sell the picture to 
Ee the public, are most interesting 


tale of romance which the type 
will tell about but the artwork 
will conceal. However, don’t 
make a Buddy Rogers out of Byrd 
or don’t make it a fiction romance. 
Under no circumstances, should 
there be any indication of bleak 
icebergs, lonely, whiskered men 
freezing in ice-huts. The thing 
should be personalized in terms of 
artists-drawings and copy-ideas 
that can touch the imagination of 
romantic women theatre patrons. 


“Copy and art created along the 
lines suggested here, seem most 


likely to produce the desired re-| 


sults, in view of our circuit wide 
experience with pictures such as 
“Chang,” ‘“‘Grass,’’ and _ others. 
However, these suggestions doubt- 
less will be improved and changed, 
and many additional sales-slants 
and ‘“‘catch lines’? made available, 
by the time the press-books, man- 
uals, ad-accessories and _ other 
helps are sent out in advance of 
the release of the film. Here are 
some of the suggestions under 
consideration. Bo 
Copy and Art 
(1) An artistic rendering of 
beautiful women, girls, mothers, 
children—attractive men in mod- 
ern garb of civilization—peering 
into a magic telescope that shows 
in miniature, the bottom of the 
world, with the copy-catch-line 
dominating the art: ‘‘Where No 
Woman Has Ever Been! YOU’RE 
ACTUALLY THERE when you see 
“WITH BYRD AT THE SOUTH 
POLE,” 


. (2) A drawing of handsome 
young Admiral Byrd, removing 
the blindfold from a beautiful ro- 
mance-seeking young girl, with 
copy reading: “What Human Eyes 
Have Never Beheld! Where Hu- 
man Footsteps Have Never Trod! 
YOU Are there, WITH ADMIRAL 
BYRD AT THE SOUTH POLE.” 
Never has civilization ever viewed 


~ |ture!” 


At The SOUTH POLE!” 


The only sight-and-sound record of the 
world’s most amazing event!! 


YOU’RE THERE, YOURSELF, IN 
THIS REALISTIC CAMERA REC- 
ORDL oo. | 


Rare Humor That Only High Daring 
Could Evoke! Romance Beyond Any 


Human Imagination!! 


THE UNFORGETABLE EVENT NO 
MAN, WOMAN OR CHILD WILL DARE 
a TO MISS!! 


gain week day Morning and Harly 
Afternoon Matinees. This should 
also go out as a brief letter’ on a 
special mailing list that. includes 


such strange entertainment! Such 
Romance! Such Bold Adven- 


(3) Don’t display photos unless 
they contain attractive and enter- 
taining human-interest, or humor, 
or romance. Avoid displaying 
anything scenic, or educational. 
Particularly avoid anything de- 


schools, and carried in a box in 


selling ideas of entertainment. 


picting hardship. oy Me 
(4) Trailers should be consis- Theatre Bridge P arty 
tent with the foregoing sugges- Attracts 500 Women 


tions. 

(5) See the suggestion above 
for an advance lobby poster. 

(6) A special run-of-paper dis- 
play ad, addressed to local school 
teachers, advising them (not urg- 
ing or inviting) that due to the 
great educational value contained 
in this ENTERTAINMENT, the 
management has yielded to re- 
quests from educational authori- 
ties, and has provided special seat- 
ing accommodations at the Bar- 


rounding towns. 


i cient tables and cards. 


coming attractions. 


ern Illinois District Manager. 


all teachers in public; and private 


daj_y ads, which stress the main 


The Professional Women’s Club 
of Hope, Arkansas, sponsored a 
bridge and matinee party at the 
Saenger Theatre: which attracted 
500 women from Hope and sur- 
Manager Matt 
Press promoted $250.00 in prizes 
from local merchants and suffi- 
Only cost 
to theatre incurred in printing 
score pads—which carried ads on 


as announced by Division Manager 
Maurice M. Rubens, is marked by 
promotion of Perry Hoeffier and 
Clyde L. Winans to District Man- 
agerships, creation of one new 
district, and. re-allocation of a 
number of towns. 

Hoeffler succeeds Henry Stickel- 
maier, recently advanced to In- 
diana Division Manager, as South- 
He 
will supervise East St. Louis, Al- 
ton, Quincy, Galesburg and Ke- 
wanee, with headquarters in the 
Washington Theatre Bldg., Quin- 
cy. 
Winans, formerly Peoria City 
Manager, becomes Eastern Illinois 
District Manager, with offices in 
the Rialto Theatre Bldg., Joliet. In 
this district are Chicago Heights, 
Harvey, Blue Island, LaSalle and 
Spring Valley. 

Headquarters of Roy Rogan, 
Northern Illinois District Manager, 
remain in the Rialto Theatre 
Bldg., Joliet, and of Thomas P, 
Ronan, Central Illinois District 
Manager, in the Fischer Theatre 
Bldg., Danville. Rogan supervises 
Waukegan, Elgin, Aurora, Joliet, 
Rockford and Wheaton. Ronan’s 
territory includes Peoria, Bloom- 
ington, Decatur, Danville, Kanka- 
kee and Streator. 


HEIDT AND BAND 
FEATURED ON 
AIR MAY 3 


Horace Heidt and his Californi- 
ans, internationally known as one 
of the most versatile bands in the 
world, will hold the featured spot 
on the Paramount-Publix radio 
hour which will be broadcast over 
the sixty-one stations of the Co- 
lumbia Broacasting System, Satur- 
day night, May 3, at 10 o’clock, 
Eastern Daylight Savings time. 

The orchestra, which has just 
returned from a ten weeks’ en- 
gagement at Monte Carlo, follow- 
ing a long vaudeville tour in the 
United States will offer a varied 
program ranging from rhythmic 


ee 08080—uOan0ee Seem | 


BYRD CAMERAMEN HONORED | 


Need for a dual copy slant al- 
F ready is apparent. One slant is 
for appeal to the average enter- 
tainment-seeking girl or woman; 
the other is the straight-away 
news-announcement that will in- 
clude the woman-appeal as well 
as the educational, scientific, and 
adventure slant. The advance 
campaign will start by use of the 
news-announcement slant, and to- 
wards its end will be stimulated 
by imaginative ‘woman-stuff’ art 
and copy. : 

“The fatal error that 
many theatre artists and 
advertisers will be likely to 
fall into, for this film,” 
says Mr. Botsford, “is the 
possibility of using icicles, 
igloos, Esquimaux, whisk- 
ers, icebergs and sea-lions 


dance music to sparkling novelties. 


Other popular favorites on the 
hour will be Marcia Freer, mezzo- 
soprano; Paul Ash; David Mendo- 
za and the Paramount orchestra; 
Foursome Quartet; Jesse Craw- 
ford, organist; Paul Small, tenor 
and Vic Ince, cornetist. 


| 


“Welcome Home” banquet upon their recent return 
to New York. The group of notables below were 
among those who attended the festivity. 


Joe Rucker and Willard VanderVeer, Paramount 
newsreel cameramen who filmed the epic adventures 
of the Byrd expedition, were guests of honor at a 


Pp. J. Griffith, manager of the 
Criterion, Macon, Ga., has also as- 
sumed the management of the 
Ritz, which is operating on Fri- 
days and Saturdays only. Robert 
Simpson, former manager of the 
Ritz, is no longer connected with 
the organization. 
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‘PARADE’ TURNS} 
INTO STAMPEDE! } 


as eye-catching art. All 

such stuff, of course, Shel Pos oe 
ue bee kN BEER Aigins On Parade” ated 
avoided. It gives a most bla BaGhnouae suanhede 


when the doors of the Rialto 
Theatre on Broadway open- 
ed Saturday morning. Des- 
pite the fact that Saturday 
(before Easter) is one of the 
worst days of the year, the 
crowd kept coming at top 
speed and still was going 
strong as we went to press. — 
New York has very definite- 
ly taken this Paramount 
party picture to its heart 
and a long run at top busi- 


ness is expected. 
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unentertaining, tunattract- 
ive suggestion which will 
drive entertainment-seek- 
ers away. Even  photo- 
graphs should. be used 
sparingly and selected with 
highly imaginative skill. 
“Photos, and artists-drawings 
of handsome young Admiral 
Byrd, in natty uniform, should de- 
pict him and his daring crew of 
attractive young adventurers call-|_ 
ing to the home-bodies of the] 
world inviting them to a realistic 
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- Back row, left to right: Joe Rucker; George Akerson, secretary to President Hoover; Sidney R. Kent 
and Willard VanderVeer. \ 
Front row, left to right: 


; 

; 
te 
: 

| 
t. 
| 


Sam Katz, Mayor James J. Walker, Adolph Zukor and Emanuel Cohen. 
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MANAG 


PLANS MADE IN 
ANTICIPATION 
OF EXPANSION 


Because of immediate de- 
mand for highly trained thea- 
tre managerial manpower, a 
schedule of training arranged 
by John F. Barry, Director of 
Personnel, is being followed in 
many theatres of the company, 
throughout the circuit. 


This training schedule is fol- 
lowed in each locality by men with 
theatre managerial experience who 
are being prepared for permanent 
assignments elsewhere with the 
company. It is also followed by 
men without managerial expe- 
rience preparatory to their future 
training at the New York Man- 
agers’ School. About 200 men 
have followed this training sche- 
dule during the last seven months; 
the majority of these were ex- 
perienced managers who have al- 
ready been permanently assigned. 
as managers of Publix theatres in 
different sections of the country. 

The results have been most sat- 
isfactory. Theatres selected for 
the training are those whose 
operation in every phase is up to 
the required standard, and where 
the supervision of the theatre 
manager and the District Manager 
will insure the best possible re- 
sults. 

Training Begun 

On Monday, April 14th, 31 men 
were assigned to start this train- 
ing at theatres in Boston, Hart- 
ford, Newburgh, Syracuse, Roches- 
ter, Brooklyn, New York, Yonk- 
ers, Poughkeepsie, Atlanta, 
Springfield, Chelsea, Charlotte, 
New Bedford, Brockton, Allston, 
Asheville, and Jacksonville. 

Within the next month, 20 more 
men will be assigned to as many 
more operations for this training. 

Publix Opinion is carrying an 
outline of this training schedule as 
arranged by Mr. Barry with the 
thought that it can be used to ad- 
vantage by those managers who 
are training assistant managers 
and members of their staffs. 

The time allotted on the sche- 
dule given here applies to men 
following this training preparatory 
to future training at the Managers’ 
School. The time allotted for 
training in Publix routine for ex- 
perienced managers varies accord- 
ing to the experience of the indi- 
vidual and the type of assignment 
for which he is being prepared. 


Outline of Course 

- The schedule follows: 

ist, 2nd Weeks: FRONT HOUSE 

OPERATION— 
Instruction and actual participa- 
tion im the selection, training, 
and supervision vf the Service 
Staff. Actual floor experience in 
the warious service posts. In- 
struction in preparation of serv- 
iee staff schedule as to number 
of men, hours, reliefs, posts cov- 


ered, ete.—economies practiced in 
the arrangement of schedules— 


picture: 


bers. 
quences, 
Bow numbers, 


for instance the 


Important Instruction! 


David J. Chatkin, General Director of T heatre ‘Management, 
sent the following memo on handling the sound in “Paramount 
on Parade,” from Mr. Innes of the Paramount Distribution De- 
partment, to all division directors with instructions that the in- 
formation be relayed to every district and theatre manager, so 
that there will be no slip-up in the handling of this | particular 


“LT believe it vitally important that the Distribu- 
tion and Theatre Departments send out word to the 
field in regard to the fadering of PARAMOUNT ON 
PARADE. At the Criterion showing last week, we 
ran the black and white portions of the picture at 
nine, but it was absolutely 
fader to eleven on the Technicolor sequences, 
is, if we were to obtain the true value of the num- 
Even in some of the black and white se- 


we raised the fader to ten or eleven, 
and in the Dennis King number, which was in Tech- 
nicolor, we raised the fader to twelve. 
advise our theatre managers 
ture carefully and also advise outside exhibitors 
about the correct fadering, the picture will not be 
anywhere near as successful as it should be.” 


a 
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ERIAL TRAINING ON INCREASE 


LOOK AT THIS FLASHY FRONT! | | COMPANY NAME 


Much credit is due Manager Clyde Winans and his 


advertising and poster staff at the 


for this great flash on “The Vagabond King.” Impres- 
siveness of the giant figure contributes to smash effect 


the Lost and Found Department 
—locker rooms — announcements 
—staff meetings —care of uni- 
forms — information on current 
program and eoming attractions. 

(insist on thorough 

Publix Service Manual.) 


3rd, 4th Weeks: CLEANING, MAIN- 


TENANCE—VENTILATION— 
CLEANING: 


study of 


Instruction in hir- 
ing, assigning and supervision of 
cleaners—working with the clean- 


Palace, Peoria, Iil., 


MUSIC HEAD ON 
TOUR OF WEST 
COAST 


ing crew—inventory and check 
on cleaning supplies — ordering 


supplies—cleaning tools—proper 
use of cleaning materials—econ- 
omies in cleaning—opening and 


closing house inspection. 
EQUIPMENT 


ment equipment — sound equip- 
ment. 
VENTILATION: 


ventilating and heating equip- 


ment —effeect of house fill and 
spill—elimination of draughts— 


economies in operation. 3 
Sth, 6th Weeks: TREASURER’S 


DUTIES— 


Ticket inventory—requisition of 
new tickets—refunds — ehecking 
cashiers in and out of box office 


—receipts and deposits — petty 
eash funds — prices and price 
changes—daily box office state- 
ment and hourly reports—cash- 
jers’ schedules—cashiers’ routine 
—coverage and shortage—door- 
man’s routine as it eo-ordinates 
with treasurer’s duties. 
7th, Sth, 9th Weeks: OFFICE ROU- 
TINE— 
Thorough study of all forms as 
explained in Aeecounting Manual 


necessary to raise the 
that 


Buddy Rogers and Clara 


Unless we 
to rehearse this pic- 


MAINTENANCE: 
Theatre chairs— screen—lighting 
equipment — marquee — lamp in- 
spection and replacement—base- 


The operation, 
maintenance and control of the 


Boris Morros, general music di- 
rector for Publix, is on tour of 
west coast theatres making per- 
sonal contact for the first time 
with those operations. He is in- 
specting the musical situation in 
each house, and making plans for 
more fully co-operating with each 
theatre from the home office. 


The trip is considered as a di- 
rect effort on the part of Mr. 
Morros to put into effect insofar 
as his department is concerned the 
“Know Your Organization” policy 
advocated by Mr. Katz. 

During the absence of Mr. Mor- 
ros, Sam Shayon of the depart- 
ment is in charge of departmental 
activities. 


—practice in préparation of all 
theatre forms—home office cor- 
respondence—oflice files—theatre 
budget—expense control. 
(insist on thorough study of 
Accounting Manual ond prac- 
tice in preparing all forms). 
10th, 11th Weeks: PROGRAMS— 


Booking forms—contact with dis- 
trict booking office—contact with 
exchanges—screenings — program 
schedules—program rehearsals— 
sound cues schedule—sound ob- 
servation—theatre lighting sched- 
ules — functioning of projection 
room as it refers to theatre man- 
ager—projection room schedules 


—cehecking performances for 
sound, ete. 

12th, 13th, 14th, 15th Weeks: 

MER CHANDISING— 
Instruction in the routine, and 


practice in the preparation and 
execution of merchandising ac- 
tivities: merchandising plan s— 
marquee — lobby—screen—news- 
paper ads — newspaper readers— 
cooperative advertising activities 
— other advertising activities — 
advertising budget. ? 


(Study of Publix Advertising 
Manual files—Publix Annual is- 
sue of “Wariety” —Study of 
trade paper files—Careful read- 
ing of Publix Opinion current 
issues) — thorough study of 
bound volumes of Publix Opin- 
ion with particular attention to 
“Know Your Organization” ar- 
ticles, the “Self Quiz’ series 
and all articles on sound pro- 
jection and company policy. 
Publix Opinion “Reminder” cal- 
endar. 


million population class. 


of the front by night and by day, driving home the fact 
that Dennis King is at the Palace in a manner which 
would do credit to the leading theatre in a city in the 
Entire job was in color. 


BLAIR PROMOTED 


Robert Blair, former manager 
of the Seattle and Metropolitan 
theatres, Seattle, Washington, was 
recently promoted to the district 
managership of Portland and Seat- 
tle, under divisional director 
Ralph EH. Crabill. Blair’s mail 
should be addressed to the Para- 
mount Theatre, Portland, Oregon. 


RAILROAD TIE-UP 


Milwaukee Railroad exhibited 
the .atest and most modern rail- 
road safety devices in conjunction 
with the Pageant of Progress at 
the Princess, Sioux City. Mailed 
out 3,000 heralds and helped Man- 
ager F. C. Croson get 10 windows 
plugging the current attraction 
and safety display. 


CHANGED ON 
APRIL 24 


(Continued from Page One) 

a notice of the change of name 
to all of its banks and mercantile 
concerns and other organizations 
with whom it does business, in 
order to avoid any confusion that 
might arise. 

The change in name will 
not affect the trademark of 
Paramount Pictures, nor the 
presentation of Paramount 
Pictures. Eventually and 
gradually, however, the thea- 
tres will become known as 
Paramount Publix theatres. 
A. M. Botsford, General Di- 
rector of Advertising and 
Publicity for Publix, has in- 
structed members of his de- 
partment to start working on 
a combination trademark of 
Paramount and Publix to 
display in all Publix thea- 
tres. 

All stationery of the com- 
pany will bear the new 
name, which is written 
“Paramount Publix Corpora- 
tion,” WITHOUT a hyphen. 


Co-Op Page on Color Sells 
“Vagabond King”’ in Peoria 


Peoria Transcript has a special 
week-end edition which includes 
a syndicated eight-page color sup- 
plement—back page reserved for 
local ads. City Manager Clyde 
Winans crashed the entire page in 
connection with “The Vagabond 
King.” Paper’s talking point is 
color, and that was one of Winan’s 
on the picture, He got paint deal- 
ers, the Yellow Cab Co. and others 
to ride along with him on an ad 
selling ‘‘color.’’ The co-op page, 
in color, gave predominance to the 
picture and cost Winans nothing. 


POSTCARD CONTEST 


The posteard stunt, seeing who 
could write “Garbo Talks’ the 
most times on a ecard, was effec- 
tively used by Manager Harry Mar- 
chand of the Saenger, Mobile, on 
“Anna Christie.” 


MANAGERS’ SELF QUIZ! 


Projection 


The questions appearing below are designed as a self- 
quiz for all anxious to improve their standing in show- 


manship through self-education. 


Get information on 


those things you do not know. Don’t lose out through 
indolence—the motion picture industry is progressing too 
rapidly for stick-in-the-muds! 


Da 


QUESTIONS 


1. What projection defects oc- 
cur most commonly? 


2. What are the causes of an 
unsteady picture, poor definition, 
and. flicker? 


3. What steps would you take to 
increase illumination on_ the 
screen? 

ANSWERS . 


1. Common projection defects 
are unsteady picture, poor defini- 
tion, travel ghost, flicker, distor- 
tion, poor illumination, blank 
sereen, improper projection speed 
resulting in unnatural movement 
of subject, fuzzy border, and mis- 
frames. 


2. An unsteady picture is caused 
by a) excessive speed of projec- 
tion, b) bent intermittent sprock- 
et, c) insufficient tension on shoes 
d) wax or dirt on intermittent 


sprocket, e) film perforations not 
standard, f) film shrinkage, g) im- 
proper splicing. 


Poor definition is caused by a) 
dirty objective lens, b) incorrect 
lens system, c) reflected light from 
lens barrel, d) warped film, e) soft 
focus film or duplicate film, f) vi- 
bration of projector, g) haze from 
wrong type of screen, h) uneven 
track on shoe and plate. 


Flicker is caused by a) projec- 
tion speed too low, b) light source 
too strong, ¢) unsteady are, d) 
douser not properly timed for 
change over, e) iris not properly 
timed. 


3. Clean dirty condensers, check 
to see if insufficient current, check 
on correctness of optical system, 
avoid using dense film, make sure 
that image of light source does not 
appear on screen. 


_| SELLING “PUTTIN ON THE RITZ” 


by BRUCE GALLUP 
Advertising Director, United Artists 
(Not For Publication) 


You’l! make no mistake going after this one for all you’re worth. |. 


a It’s a money picture every way you look at it. 
5 “Puttin’ on the Ritz’ is one hundred per'cent simon pure enter- 
_ tainment from every angle. Big revue numbers, elaborate night club 
_ sequences, some of the finest singing ever heard on the screen, glor- 
ious comedy sequences and a love theme that tugs at the heart 
_ strings—these are its ingredients. People will gladly pay their 
_ money to see it. 
. “Puttin’ on the Ritz’ is Harry Richman’s first picture; talking or 
a otherwise. He’s nothing short of a sensation. Easy and natural in 
E his acting, he brings down the house when he croons the hit num- 
_ bers of the show. 
Richman is one of Broadway’s most colorful personalities. For 
4 many seasons he has been the ace star of George White’s Scandals. 
Big time vaudeville and New York’s leading night clubs have helped 
to build him a tremendous following. | 
4 Richman is as famous out of town as he is in the big cities. For 
_ years he has been one of the leading radio broadcasters. His phono- 
_ graph records have sold into the millions of copies and according to 
% calculation have exceeded the sales of any other singer of popular 
music. 
_“Puttin’ on the Ritz’’ parallels the life of Harry Richman. He 
_ is seen as a small-time trouper who makes Broadway as a headliner 
q of the stage and the night clubs. 
8 In ‘‘Puttin’ on the Ritz’’ Richman sings four big theme songs. 
_ They are “‘With You,’’ ‘Puttin’ on the Ritz,’ ‘‘There’s Danger in 
_ Your Eyes, Cherie,” and “Singing a Vagabond Song.’”’ Irving Berlin 
_ wrote the music and the lyrics for the first two numbers mentioned 
_ as well as for the ‘‘Alice in Wonderland” song used in the pageant 
sequence at the end of the film. Everyone of these numbers bears 
_ indication of achieving unusual popularity. The leading radio sta- 
tions are using them in the broadcasts. Dance, night club, restau- 
rant and theatre orchestras are playing them constantly right now. 
ib Richman has recorded all four numbers exclusively for Bruns- 
- wick on record numbers 4677 and 4678. 
: Play up these songs to the limit. Use them for music dealer dis- 
_ plays as well as for ballyhoos and radio broadcasts. You’ll find their 
_ catchy melodies and lyrics make tie-ups easy. i. 
_ Stress the cast. Big names appear in support of Richman in 
 “Puttin’ on the Ritz.’? Joan Bennett, leading lady to Richard Ben- 
nett in the stage hit ‘“Jarnegan’”’ and movie favorite in ‘‘Three Live 
_ Ghosts’? and opposite George Arliss in ‘‘Disraeli,’’ furnishes the love 
_ interest. .Then there are James Gleason, the Broadway star of “Is 
_ Zat So” and the stage and screen versions of “The Shannons of 
_ Broadway,’’—Aileen Pringle, Lilyan Tashman and other names well 
. known to the movie fans. 
_ There are production values galore in ‘‘Puttin’ on the Ritz.” A 
beautiful chorus appears in the spectacular revue numbers. The pic- 
_ ture winds up with a stunning Alice in Wonderland fantasy done in 
_ technicolor. 
Sell Richman as Broadway’s million dollar personality—the 
favorite of the Great White Way—the voice that has thrilled the na- 
tion. Establish the fact that a master songster is heard singing the 
- sereen’s master melodies. 
B Use the press book in planning stunts, contests, tie-ups, floats and 
ovel exploitation. ‘‘Puttin’ on the Ritz’ is a box-office. special. in 
every sense. Make it live up to its potentialities by staging a smash- 
ing up and at ’em campaign. 
{Sg 


4 SHORT REVIEWS OF SHORT FEATURES 


By LOUIS NOTARIUS 


a Publix Theatres Booking Department 
Hlbibieieleleleleeleleiteieteloieieloioinieeinieooien teeinelooieemieiot 
PARAMOUNT 
BUGS—Talkartoon (8 min.) Another Fleischer Cartoon that 
is comparable with the best that preceded it. A clever plot 
revolving about a mad musician who insists upon playing his 
“Rachmaninoff Prelude’ while everything is burning around 
him. It calls for fast movement on the part of the Fire De- 
partment, making this an active and entertaining subject from 
start to finish. It played last week at the Paramount Theatre, 
aS New York City, and received fine comment. 
YES WE HAVE NO BANANAS (8 min.) A Song Cartoon built 
SS * around that old favorite which was on the lips of every per- 
son throughout the United States for many months. As in 
* the past, this Novelty will prove highly entertaining and will 
uphold the reputation of this clever Short Series. 
INSET HUNTER—Bruce Scenic. (11 min.) Consider this one of 
the best Bruce Scenics made to date. As the title implies, a 
story is told of a reminiscing old man whose favorite hobby 
was looking for beautiful sunsets. This, of course, introduces 
unusual eye-appealing scenic shots. If spotted properly in a 
varied program will add a touch of ‘‘class’’ and novelty which 
should etihance the value of the show. 
VITAPHONE 
7 Giovanni Martinelli in ‘‘The Prison Scene from Gounod’s 
‘Faust’,” (614 min.) Assisted by Louis D’Angelo of the 
Metropolitan Opera Co. and Yvonne Cecile Benson of the Bos- 
ton Opera Co., this aria is rendered in fine style but will re- 
ceive little recognition. The costumes make the singers look 
ridiculous, and will, no doubt, cause a lot of undesired laugh- 
ter. Book only in those spots where Martinelli is popular and 
where opera is demanded, 
78 FIND THE WOMAN with Hugh O’Connell. (9 min.) Here 
again we get O’Connell in his drunk role as a newspaper re- 
porter. Out to find the sweetheart of a convict, for a scoop, 
he gets himself into a compromising situation with the very 
girl he is looking for. When her lover appears and finds her 
half disrobed in the same room with Wetmore—well, then the 
shooting begins, winding up with a surprise finish. The 
comedy is fast moving, and closes with a kick-dramatic climax. 
The result is good all-round entertainment. * ; 
10 Billy & Jerry Browne in ‘“‘Let’s Elope.” (7 min.) A wise- 
cracking skit by a couple of juveniles, winding up with a 
song number entitled ‘‘Wouldn’t It Be Wonderful.” Just fair 
entertainment in an opening’ spot of a front show. 
73 ABSENT MINDED (10 min.) A comedy in four scenes. As 
the title implies, the main character is a young lover who is 
absent minded to the extent that he brings pussy-willows to 
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SALES VOLUME 


FIXES PRICES 
OF AD AIDS 


Prices of advertising mate- 
rial sold to the theatres by the 
Paramount Ad Sales Depart- 
ment are determined by the 
total amount of such material 
thus distributed. 

“Every time a Publix theatre 
buys Ad Sales material from 
Paramount,” asserts J. A. Clark, 
general manager of Para- 
mount’s Ad Sales Department, 


“that theatre helps Paramount 


liquidate its inventory invest- 
ment in that material. This 
in itself is tremendously im- 
portant, but there is another 


angle of even greater conse- 


uence. 

“So long as Paramount is en- 
gaged in distributing motion pic~ 
tures, it will be necessary for Par- 
amount to operate an Ad Sales 
Department. Material handled by 
this department is of such nature 
that the quantity purchased de- 
termines the cost. Assured pa- 
tonage of all Publix theatres swells 
Paramount’s quantity distribution 
of ad-accessories and reduces our 
costs. Also it decreases the mar- 
gin between the cost and selling 
price. This margin remains in 
Paramount to be applied against 
the expenses of Ad Sales operation 
and to the profits of the company 
as a whole. 

“Under these circumstances, 
it is to the best interests of the 
company and every member of 
the Paramount-Publix organ- 
ization that Publix theatres 
everywhere purchase all such 
advertising aids as they re- 
quire, of the type handled by 
the Paramount Ad Sales De- 
partment, from that department 
instead of through some out- 
side concern. 

“Outside concerns certainly can- 
not compete on a quality basis, 


;and although a slight saving to 


the theatre may result in some in- 
stances, it means a loss to the 
company as a whole of consider- 
ably more money than the single 
theatre intended to save.”’ 


LIVE SALESMAN 
NEEDED IN BOOTH 


The necessity for an aggressive 
salesman in the music booth was 
pointed out by Mack Stark, head 
of the music sales department, in 
a statement to Publix Opinion. A 
timid girl, he declared, will never 
attract the attention of the pa- 
trons entering or leaving the thea- 
tre... 

“A lively boy with lots of per- 
sonality and pep who will actually 
sell, and ballyhoo his wares will 
bring an appreciative revenue to 
every booth in each one of our the- 
atres.”’ 


SELLING “YOUNG MAN OF MANHATTAN" — j) 


By RUSSELL HOLMAN, 
Advertising Manager, Paramount Pictures 
(Not For Publication) 


From my window today I can see the Broadway mobs milling 
around the sidewalk in front of the Paramount Theatre, New York, 
trying to bust in to see ‘Young Man of Manhattan.’”’ It’s a monster 
turnout even for a Saturday noon. ; me 

Inside the lobby the gentlemanly ushers are battling firmly—but 
courteously—to keep a sardine-packed multitude from wrecking the 
ropes. Inside the theatre the edge of each seat is draped with an- 
eager, palpitating member of the w.k. public having a very swell time 
indeed. They’ve applauded the picture every performance so far, 
They go out gushing over it and are evidently sending their whole 
respective neighborhoods back for a look-hear. 

Why? 

The reputation of ‘‘Young Man of Manhattan’’ as a novel, for one 
thing. You’re going to get the surprise of your life to discover the 
number of movie-goers who have read the book, loved it and resolved 
to see the picture. Other hundreds of thousands read it as a serial 
in the 3,300,000-circulated Satevepost, got the news of its coming from 
you or our Post national ads or publicity or the radio—or all four 
combined—and will plunk their stipends down at the b.o. window 
when it comes to town. 

“Young Man of Manhattan’”’ has been the best selling novel in the 
United States since the week it was published. That’s based on whole- 
sale and retail book dealers’ records. Don’t underestimate its value, 
Hook up tight with the book. Farrar & Rinehart, its publishers, a 
young, alert outfit, promise full cooperation. Shoot your bookings to 
them at 12 East 41st St., New York, care of Mr. Bramble, and they'll 
help with tie-ups from their end. 

Another reason: Monta Bell has made a swell picture. It’s faithful 
to the book, story and spirit. It’s a real, honest-to-God story about 
young folks you know. 70 per cent of your audiences are between the 
ages of 17 and 30; this picture was made for and about them. 

Copy: Two full-blooded youths—a handsome man and a beautiful 


‘girl—to whom life and love and pleasure came too easy—crashing into 


the first shattering reality of their gilded lives—MARRIAGE—and 
licking it! 

Young Man of Manhattan—Young Girl of Manlovin’—meeting, | 
playing with fire, battling life, winning. See 

A fascinating serial in the Saturday Evening Post—the best selling 
novel in America—now the most heart-throbbing youth-drama of 
1930! 

Too young, too warm blooded, too thrill-thirsty—fire met fire when 
they married—did they win? 

The cast: Claudette Colbert, luscious black-eyed beauty of ‘‘The 
Lady Lies” and ‘‘The Big Pond’’; Charles Ruggles, cock-eyed comedian 
of a dozen hits;’ Norman Foster, star of the Broadway stage smash, 
“June Moon”; Ginger Rogers, sparkling sweet-child of “‘Top Speed.”’ 

Playing these characters: Ann, who sat in strange men’s laps only 
on the third Thursdays in May and has the world’s most seductive 
lips; Toby, born on a slam-bang 4th of July amid the rocket’s red 
glare and everything about him was like that; Shorty Ross, a hail fel- 
low well wet; Puff, a blonde stick of dimpled dynamite. 

Copy: Amid million dollar prize fights and Babe Ruth socking his 
50th homer, wild studio parties and pandemonium-packed newspaper 
offices, football games and footloose blondes, gay Broadway and Florida 
bathing beauties, skyrocketing wealth and empty pocketbooks, petting, 
fretting, youth’s wild heart-searing love, quick marriage—this tingling 
love drama of a vibrant man and a thrilling woman rushes through 
gayety and temptation, threatening rocks and luring traps, to a sub- 
lime happiness! : 

Keep your copy fresh, young, fast-moving. Get the book and use 
its dialog. Katharine Brush, its author and a well known College 
Humor fiction star, can write like a whizz. She makes folks talk the 
way movie fans want to hear them. 

Maybe you can tie up with the gents’ furnishing store selling Man- 
hattan shirts. Or any other product with the word “Manhattan’’ in it. 

The editor is yelling for this copy. I’ll stop, though this is the 
kind of a show you can write a book on and still keep saying some- 
thing! ; ae 

P. $—The hero is a newspaper man. The heroine is a newspaper 
woman. Quinn Martin, critic of the New York World, who lays like 
a panther in wait to sock any newspaper people in films who aren’t 
true to life, says this pair is the real, authentic berries. You’re safe 
in getting in your local newspaper folks to see the picture. They'll 
like it and go for it. 


YOUNGSTOWN THEATRES Radio Show Gets 
Publix will take over the State G f e at ” e S ult S | 


his sweetheart instead of a corsage, and produces a dog license 
He is finally forced to take a course 


for a marriage license. 


and Cameo Theatres, Youngstown, 
at Seanger 


This 


in memory training in order to win the girl he loves. 
he succeeds in accomplishing, but his memory lapses again 
on his wedding day. The part is played by Wallace Ford of 
“Pigs”? and support is given by Bobbie Perkins. Consider it 
comedy that will give average entertainment. May be booked 
with a feature of a dramatic or melo-dramatic nature. 

967 “THE BUBBLE PARTY” (7 min.) A playlet recalling the days 
of the Gay Nineties with its costumes, gallant manners and 
refined scandal. Here we see bewhiskered young husbands 
flirting with one another’s wives, displaying a polished reserve 
to hide their evil intentions. And there one sees demure 
wives who accept the sly glances of the philanderers, in spite 
of a cold outward appearance. It all takes place at a “‘Bubble 
Party’’—the winner being the one who biows the largest soap 
balloon. The music is served by.The Harmony Quartette of 
the Lambs Club singing the old favorites such as “‘The Guilty 
Party,” “In the Gloaming,”’ and “‘Love’s Old Sweet Song.” 
Rather lavish in production with a big cast. Suitable for so- 
phisticated audiences rather than for the general public. Fair 
entertainment. 

969 Chester Conklin in ‘“‘The Master Sweeper.” (10 min.) This is 

3 the day of Specialization and in this playlet, Chester Conklin 
is promoted from the Battery to Times Square for his ex- 
cellence as a street sweeper. His fame came as a result of 
his wonderful work as a pavement polisher after the Lind- 
bergh Parade and he is presented with the degree of M.S. 
(Master Sweeper.) Added glory comes when he saves a child 
from the auto of a Duchess who is attracted to him for his 
bravery. Fine satire all the way through and will undoubt- 
edly get laughs. Should be booked in the best houses. 


Ohio, on May Ist. 
‘Raymond B. Jones, at the Saen- 

ger, New Orleans, put over a 
Majestic radio show which involv- 
ed the expenditure of $1,200 for 
advertising by the radio dealer, 
who also provided seven radio 
sets to be given away at the thea- 
tre. Radios were given away, one — 
each day, to the patron submitting 
the best slogan for the Saenger 
Theatre and Majestic Radio. 
Judges were the three local news- 
papers, insuring accompanying 
publicity. cS 

Current exploitation activity at 
the Saenger includes a permanent 
tie-up with a bottling company on 
Lou Breese, pit conductor. Com- 
pany features a new drink, ‘‘Lou 
Breese Orange.’ No cost to the 
Saenger is incurred, and the bot- 
tiling company’s campaign includes. 
10,000 tack cards, 10,000 window 
stickers, painted displays on 2# 
trucks, 20 twenty-four sheets, ban- 
ner-size signs over soft drink 
stands wherever locations are 
available, and distribution of 
8,000 horns on streets during 
Mardi Gras. _ BAS 


MOVEMENT ABOUNDS WITH 


IDEAS FOR CURRENT DRIVE 


Taking the initiative in starting business activity after the win- 
ter slump, the Publix theatres of E. R. Ruben’s Northwest Di- 
vision set in motion Spring’ Trade Week in the states of North 
Dakota, South Dakota, Wisconsin, and Minneapolis, with, extra- 


ordinary results. 


Every conceivable agency co-operated with the theatres to make 


the movements successful. 
individual merchants, etc., tried 
to make the event of momentous 
importance. From March 23rd 
to 29th, every town was agog 
with parades, style shows, im- 
plement shows, live stock shows, 
window display contests, special 
theatre shows, and everything 
else that professional and non- 
professional showmen use to 


stimulate crowds. 

‘Some of the stunts used 
during this period can be put 
to advantageous use in the 
Second Quarter Campaign now 
on. They are repeated with 
that in mind. 

Activity in each town was prac- 
tically the same, The campaign 
of the North Dakota District, re- 
ported by Hal Cuffel of the ad- 
vertising department, embraced as 
varied a setup as that in any other 
district. 

Opening parade made use of 
practically every uniformed body 
in the district. Soldiers, reserves, 
boy scouts, police and firemen, 
ete., headed by a 75-piece band. 
Followed later in week with an 
* automobile parade. 

Live Stock Show 

A major activity was the live 
stock show. Armour and Com- 
pany displayed all cattle brought 
into Fargo, and the state college 
displayed its prize collection of 
cattle, horses, hogs, and poultry. 
Tractor show also arranged with 
International Harvester and inde- 
pendent dealers doing a good deal 
of advertising to get farmers into 
town. Auto show of similar na- 
ture also held. 

Baby contest proved extremely 
popular. Run in conjunction with 
department store. Newspapers 
and radio publicity boosted it tre- 
mendously. 

Window display contest sup- 
ported by all merchants. Win- 
dows unveiled at stated time in 
ceremonious fashion, proved one 
of the most attractive features of 
the week. 

Displays of products of town 
were arranged in theatre and 
bank. 

Every possible known advertis- 
ing method was adopted. Special 
sections, co-operative pages, her- 
alds distributed prior to start of 
week, stamped napkins, lamp-post 
placards, billboards, banners, etc., 
carried the copy for the merchants 
and theatre. 

Merchants co-operated in a ser- 
ies of style shows. The first was 
held in a prominent show window. 
The next two were held in the 
theatre. Theatre had to turn 
crowds away from its first show- 
ing. 

Kelvinator display, and beauty 
- demonstration enlivened lobby of 
State Theatre in Fargo. Midnight 
shows, ‘“‘Vagabond King” opening, 
and general air of festivity were 
theatre’s direct contribution. 


Bicycle Race 

Several novel ideas were de- 
veloped for the week by Manager 
Al Smith of the State Theatre, 
Winona, Minn. A dinner to 1,000 
visiting farmers was served in the 
armory by the chamber of com- 
merce with’ the help of local post 
of the American Legion, and was 
served by high school students un- 
der the direction of their teachers. 
An afternoon bicycle parade for 
prizes, and a torch-light auto- 
-mobilé parade with a prize for the 
oldest car kept interest at a high 
pitch. All events started early 
and ended early, so that they did 
not interfere with theatre at- 
tendance. 

At Eau Claire, Dick Bradley, 


Newspapers, chambers of commerce, 


NEWSPAPER AID 
10 CAMPAIGN 
IN AUGUSTA 


PUBLIX STEIN SONG: 


“Drink—to dear old Publix. 


Drink ‘till the coffers roll in.” 


(Don’t take this literally.) Ted Emerson, manager of the Strand, Des 
Moines, Ia., is seen below, singing the first stanza of the Publix Stein 
song. This vocal outburst was occasioned by the showing of “Road- 
house Nights” at the Strand, where near (not so close) beer was sold 
for a nickel and free lunches were handed out by co-operating mer- 


chants. 


City Manager Frank J. Miller |. 


of Augusta, Ga., and his staff, pro- 
moted and executed a most intel- 
ligent and effective campaign 
when he opened “The Vagabond 
King” at the Imperial. 

Miller got the Augusta ‘Herald,’ 
leading daily, on the idea of build- 
ing good will throughout Augus- 
ta’s entire trade area and reaping 
direct benefits in the form of im- 
mediate local advertising: The 
campaign was based on Augusta’s 
famed hospitality. Its highlight 
was the selection of twenty girls, 
one from each county, to act as 
sponsors of the picture at the 
opening, as the guests of the Im- 
perial, the Herald and the city. 
Girls were selected by the mayor 
and newspaper editor of each 
town, and the party from each 
county was made up of the spon- 
sor and her escort or chaperone, 
mayors, editors and their wives. 

The paper paid travelling and 
hotel expenses. 

-Picture was to open on Monday, 
with the special premiere on Fri- 
day. Miller broke his publicity 
two weeks in advance, getting 
front page stories daily in the 
Herald. Girls were invited to visit 
the city in advance to be photo- 
graphed without charge by a local 
photographer, who was paid off in 
credit lines by the paper. 

Merchants clamored to get on 
the bandwagon, and miscellane- 
ous gifts for the sponsors includ- 
ed five-pound boxes of candy, 
cakes, hosiery, flowers and vanity 
cases. 

Hotel Tie-up 

On the morning of the premiere 
Miller garnered good will for the 
Publix Modjeska, as well, when 
the arriving parties were guests of 
that theatre. Then they were en- 
tertained at luncheon by a restau- 
rant, and driven around the city 
in cars furnished by local agencies. 
Party paused at one of the resort 
hotels to be greeted by Daniel 
Frohman, and a sound truck film- 
ed the scene on the lawn. Gifts 
were distributed at a reception at 
one department store, tea served 
at a second. Miller remembered 
the Publix Opinion tip on a hotel- 
premiere tie-up, and persuad- 
ed the hotel to run a dinner-dance, 
in return for the extra business. 
Promotion became general when 
the hotel convinced Augusta’s hot- 
test orchestra that it should play 
for the~publicity! 
lowed, with more news pictures of 
guests entering theatre. Mayor 
welcomed the visitors, and a 
Judge of the Superior Court in- 
troduced the sponsors from the 
stage. Then Miller made stand- 
out business the following week 
doubly sure by announcing that 
the motion pictures taken would 
be shown then. - 

Publicity Results 

Cooperative advertising includ- 
ed a page on Thursday, before 
the special showing, and two 
“Vagabond King’? sections, one 


manager of the State Theatre, and 
H. S. Greenberg, manager of the 
Wisconsin, promoted a treasure 
hunt, while George Irwin, manager 
of the Paramount, . Brainerd, 
Minn., promoted a special newspa- 
per section and a radio to give 
away. 


Premiere fol-| 


published on Sunday, the day be- 
fore the week’s run began, the 
other the following Thursday. 
These sections carried 45 adver- 
tisements in all, ranging in size 
from 20 inches to full pages. By 
the time the picture began its 
regular run Miller had received 
378 inches in front page stories 
and pictures and 284 inches in- 
side. Half of the editorial space 
in Sunday’s Herald was taken up 
in lauding Miller’s efforts in be- 
half of Augusta. Sixty stories had 
appeared in 20 country news- 
papers, as well. In addition to 
all this, the Herald was liberal 
with front-page space throughout 
the engagement, because of the 
special section coming out Thurs- 
day. 

Miller, with a newspaper repre- 
sentative, solicited ads from man- 
ufacturers only, welcoming vis- 
itors and inviting them to visit 
their plants. These ads made up 
the co-op page. All other ads were 
sold by the paper. 

Total cost of this campaign to 
the theatre was $325, which in- 
cluded cost of making the motion 
pictures which served as a short 
subject with the feature. 


Photo Identification 
“Sarah and Son” Stunt 


On ‘Sarah and Son,’’ Manager 


A. H. Vincent of the Sterling, | 


Greeley, Colo., put old photos of 
prominent Greeley mothers in one 
lobby, frame, photos of sons in 
another, and offered a guest ticket 
to the picture to persons identify- 
ing themselves. Stimulated inter- 
est in the forthcoming attraction 
at a cost of fifteen tickets, and ac- 
tually drew in business for cur- 
rent attraction as word of the of- 
fer spread. 


RADIO SONG CONTEST 
\ 


Manager H. B. Ashton of the 
Rex, Greeley, Colo., procured daily 
radio broadcasts for a week on 
“Song of the West,’’ with a con- 
test to select the most, popular 
western song. 


t 


HANCE PROMOTES 
PAGE ONE STORIES 


Monte Hance, manager of the 
Strand in Hattiesburg, Miss., ran 
a want-ad asking to hear from any 
couple willing to be married on his 
stage, and heard from a number 
of matrimonial aspirants who 
lacked similarly inclined partners. 
A hasty conference at the news- 
paper office resulted in the ap- 
pointment of Hance as ‘Matri- 
monial Editor,’’ followed by a 
series of daily front-page stories 
in which the theatre, oddly 
enough, receives frequent mention. 
It’s a foregone conclusion that if 
any lonely hearts are united as a 


result they’ll be married on the 


Strand stage, and merchants have 
chimed in with offers of wedding 
presents. 


Bicycle Race Piles Up 
‘Burning Up’ Receipts 


A boys bicycle race proved a po- 
tent factor in increasing patron- 
age at the Rivoli, Hastings, Neb., 
for ‘‘Burning Up.” A racing hel- 
met and a pair of goggles, auto- 
graphed by Richard Arlen, star 
of the picture, was the prize 
award. Stories and photos broke 
in the local papers. More than 
400 children’s tickets were sold 
the Saturday afternoon of. pic- 
ture’s showing, which attested to 
the beneficial effect of the bicycle 
race. 


Powell Picture Inspires 
Co-op Realty Advertising 


Exploitation of W. W. Berg- 


mann, manager of the World, 
Kearney, Nebr., on “Street of 
Chance” included 400 die-cut ar- 


rows on all roads, two 10-foot| 


playing cards on his canopy, an 


loil company tie-up with banners 


on six trucks and ‘cards in all fill- 
ing stations, two big playing cards 
as a sandwich board, and a half 
page co-op real estate ad captioned 
“Central is an Avenue of Real 
Values, Not a ‘Street of Chance’.”’ 


Speeches Obtain 
Publicity and 
Good Will 


Following Mr. Katz’ suggestion — 
in Publix Opinion, that every pos- 
sible angle of contact be investi- — 
gated and used, Bunny Bryan, — 
publicity director for Rhode Is- 
land and Southern Massachusetts 
has started upon a campaign of 
after dinner speeches that has pro- 
duced considerable newspaper 
publicity, as well as personal con- 
tacts that will prove valuable in 
the near future. 

Bryan was recently asked to be 
the speaker of the evening at the 
Old Colony Advertising Club’s 
semi-annual get-together at Brock- 
ton, Mass. This club is composed 
of leading advertising men in 
Southern New England. Bryan 
spoke for thirty minutes on “The 
Old and New in Show Business.” 

The “New” part of his speech 
was devoted almost in its entirety — 
to the founding and development — 
of Publix. He received advance © 
stories in both Brockton dailies, as 
well as photos, cartoons and two 
column stories, after the banquet. 
He has been asked to speak in 
Brockton at an early date, and is 
also down on the speaker’s list at 
Newport, Pawtucket and New 
Bedford. Bryan says ‘‘window tie- 
ups are not so tough in Brockton 
as they once were.”’ 


t 


Military Angle Clicks 


With “Young Eagles” 


Seventy-five officers and their 
wives from Kelly Field attended 
a special showing of ‘Young 
Eagles” at the Texas, San Antonio, | 
resulting in heavy patronage of 
the picture by the 4,000 flying 
eadets at the field. Manager R. 
P. Allison also arranged a morn- 
ing High School program, with a © 
miltary academy drum and bugle 
corps in the pit for a prelude. 
Academy mailed 750 letters boost- 
ing it. / 


TELEPHONE EXHIBIT 


The Pageant of Progress is re- 
sponsible for an unusual lobby dis- 
play at the Princess, Sioux City, 
Iowa. Bell Telephone Company 
snapped up the opportunity pre- 
sented by Manager F. C. Croson to 
display old model telephones and 
switchboards as contrasted with 
modern equipment. Direct mail 
and newspaper advertising of the 
‘phone company played up the 
theatre and current attraction. — 
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BUDDY TRIUMPHS! 


Broad smiles illumined 
faces of everyone after pre- 
view this week at Santa Mon- 
ica of Buddy Rogers’ new 
musical comedy “Safety In 
Numbers.” That includes 
audience studio executives 
and Buddy himself. Audience 
smiled because they had 
seen and heard hour and a 
quarter of happy youthful, 
tuneful, funny  entertain- 
ment ideally suited to 
Buddy’s charming person- 
ality. Executives smiled be- 
cause they were confident 
they had delivered another 
new show world hit to dis- 
tribution department and 
Publix. And Buddy smiled 
because on every hand he 
heard congratulations for 
easily his best talking pic- 
ture to date. Story by 
George Marion Junior and 
Percy Heath is interesting, 
clever and amusing. ‘My 
Future Just Passed’ and 
“The Pick Up” are sure song 
hits. There are plenty of 
laughs and strong romance. 
This picture has both class 
and mass appeal and should 
do well in all classes of thea- 
tres. Regards. ‘ 


ig 
ARCH REEVE! 5 
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" HORSE-SENSE IS 
PREREQUISITE 
| SAYS JAMES 


“There is no substitute for 
horse-sense in solving the prob- 
lems of legal aspect which repeat- 
edly confront the theatre mana- 
ger,” said Edward M. James of 
the Paramount Publix Legal De- 


partment in addressing the 
Seventh Managers’ Training 
' School. 


“No one expects the manager 
to be a lawyer. All we ask is 
that he use good judgment, and 
by all his actions not only create 
good will but retain and main- 
tain it.’’ 

Study of legal aspects of thea- 
tre management, under the tu- 
telage of Mr. James, occupied the 
managerial class for an entire day. 
Succinct, sensible advice on a vari- 
ety of legal problems was present- 
ed to the students in an interest- 
ing and informative manner. 

Rigid adherence to company 
policy and regulations is our best 

safeguard against legal _ dis- 
putes arising out of, refunds, 
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BANQUET FOR “VAGABOND KING” 


This five-column clipping from the Augusta, Ga., 
Herald, is about one-one hundredth of the newspaper 
space City Manager Frank Miller obtained when he 
opened “The Vagabond King” at the Imperial, with 
maids of honor from 20 surrounding counties, accom- 
panied by their mayors, newspaper editors and wives 


of the two latter as guests. Miller’s campaign, which 
developed into a civic display of Augusta’s hospitality, 
is described on page 6. Pictured here is the_ban- 
quet at a leading hotel for the 100 guests, staged at a 
cost to the Imperial of $75 for incidentals, This activ- 
ity is worth a spot in your file. 


The brilliant banquet which was a feature of the celebrationgheld here Friday in honor of sponsors of “The Vagabond King” is: shown above by flash- 
light photo. In the picture are representatives of 20 Georgia and South. Carolina counties. who selected maids of honor to be guests of The Herald and Im- 


STUDENTS HEAR 
DR. LA PORTE 
ON SOUND 


“Keep your sound volume down 
to that point which can be heard 
all over your theatre, and no 
more,’ Dr. N. M. LaPorte told 
students at the Seventh Managers’ 
School during the last week of 
their course. 

‘When you raise the fader one 
point, you double the sound 
energy projected into the house, 
and consequently increase rever- 
beration, magnify ground noise, 
and emphasize any defects in re- 
cording or reproduction. 


“This demands careful atten- 
tion, for it is something in which 
you have only your own judgment 
to guide you. If your volume is 
too low and people cannot hear, 
you will immediately receive com- 
plaints from a dozen points in the 
house. But if it is too loud, people 
suffer in silence, since they do not 
Pe why they are uncomfort- 
able.”’ 


Horn Pointing: 
Dr.. LaPorte pointed out the 


charges of color discrimination, 
disorderly conduct in theatres, 
and censorship, James said. On 
the rare occasions when the Legal 


necessity for proper horn pointing, 
illustrating the fact that overlap- 
ping beams cause high spots and 


perial Theatre at the day’s social activities. At the!table in the rear of the photograph are from left to right, Mayor Cliff Hatcher, of Waynesboro, one of the 
speakers; Mrs. Hatcher; Millwee Owens, managing editor of The Herald; Judge A. L Franklin, toastmaster. Mrs. Franklin, Mayor W. B Bell, of Augusta, 
who welcomed the guests; and Mrs. ‘Bell. 

The banquest, served in the main dining hall of Hotel Richmond, was featured by a musica) program, cenderédby- Austin’ Sever Aces. and two songs 


Department writes or wires cer- 
tain instructions to managers, he 
said, it is imperative that they be 
followed to the letter, even if 
they are contrary to his, or his 
district manager’s, judgment. 
Contract Liability 

James brought out the fact 
that the company may be held 
liable for some acts of the man- 
ager, as its agent, and caution- 
ed the men accordingly. 

“Although we cannot be held 

to contracts signed by mana- 

} gers, since such instruments 

H must be signed by officers of a 

I corporation or persons desig- 
nated by the board of directors, 
still it is the policy of Publix 
to live up to such contracts,”’ he 
said. “Sign no contracts except 
purely local agreements, and 
then only on the authority and 
written instruction of your dis- 
trict or division manager.” 

Among contractual obligations 
of the company which managers 
are required to uphold, James par- 
ticularly pointed out those in con- 
nection with sound equipment. 

A query from one of the student 
‘managers evoked a statement of 
company policy with reference to 
relaying radio broadcast of popu- 
lar programs from the stage. 

“There are no legal decisions 
on this matter as yet,’ James 
replied, ‘‘but several suits are 
pending. However, Publix has 

agreed upon the inadvisability 
of this, and has gone on record 
with the major broadcasting 


‘by Allen Deas, local tenor. James O. Shepherd, former: state senator from Edgefield County, S. C., was also one of the speakers. (Photo by Sheehan Studio) 


r 


systems to the effect that it will 


not countenance such practice.” 

Prescribed procedure to be 
followed by managers if served 
with papers in civil or criminal 
proceedings, garnishments and 
assignments, was outlined. 

- Advertising Law 

In response to a question about 
laws governing the use of the 
American flag, Mr. James referred 
managers to the bound volume of 
Publix Opinion. “Stated simply 
you may use the flag for decora- 
tion but not for advertising. 

“Always avoid fraudulent ad- 
vertising. Remember that 
‘Publix wants no fakes,’ If you 
are using a contest to exploit a 
picture, for instance, and want 
to bring the star into the award- 
ing of the prizes, which have ac- 
tually been donated by 4 local 
merchant, say ‘Prizes given un- 
der the auspices of Helen Kane 
by courtesy of John Wanamak- 
er etc.,? not ‘given by Helen 
Kane,’ which is fraudulent ad- 
vertising. 

“Contests bring up the ques- 
tion of lotteries. If you send 
material on lotteries through 
the mails, you are liable under 
the Federal laws. A lottery 
arises when you offer a prize for 
a consideration. So long as no 
consideration is exacted, it is all 
right. If contestants are limit- 
ed to patrons, then it becomes a 


sponsible. 


THIRTY BOYS CARRY THIS! 


Thirty Postal messengers and a police escort paraded through the 
streets of Boston on the opening day of “Show Girl in Hollywood” at 
his wire to the Chamber of Com- 
merce. H. F. Kayes and his assistant, J. Saef, publicizing the W ashing- 
ton St. Olympia, Scollay Square, Uptown and Fenway Theatres, re- 


two Publix Theatres, delivering t 


. trons. 


lottery, for the element of a 
consideration has entered. 

“Where skill rather than 
chance is the deciding factor in — 
a contest, it is not a lottery, 
and you can confine it to pa- 
This explains the pre- 
valence of essays, etc., as ‘tie- 
breakers.’ Sek 

“The fact that someone else 
is getting away with murder is 
no precedent and no excuse for 
promoting a lottery... Don’t mail 
anything in connection with a 
contest until you have assured 
yourself that the plan is not a 
lottery. Any time you consider 
anything out of the ordinary 
routine of exploitation and ad- 
vertising, remember that some 
aspect of it may involve the 
company in a violation of law 
or a lawsuit, and submit it to 
the legal department first. We 
will be more than glad to assist 
you in every possible way.”’ 


Central Hoosiers 
Make Strong Bid 
For Prizes 


Red pepper and undiluted gin- 
ger in the form of hot copy in the 
pages of the house organ of the 
central Indiana District, ‘The 
Hoosier Live Wire,’ are pepping 
up the men under District Man- 
ager Guy W. Martin in the $30,- 
000 prize drive now under way. 
In addition to exhortation, Martin 
reports the stunts being pulled by 
various showmen in his district. 


Manager Foster Norton of the 
Strand Theatre, Crawfordsville, 
graduate of the sixth managers’ 
training course, is staging a com- 
munity Pageant of Progress which 
will run a month. Has promoted 
special newspaper editions which 
will run four times, has promoted 
a radio which will be given to a 
theatre patron, and has made ar- 
rangements for a style show en- 
tire cost for which will be borne 
by merchants, 


R. W. Watson, manager of the 
Indiana Theatre in Bedford, has 
also promoted a special edition 
whieh will run four times in April, 
has arranged for bargain excur- 
sion tickets with railroad, has se- 
cured a radio and several other 
items for give-aways, and has se- 
cured permission to erect a large 
sign on top of the bank building 
and use it for picture advertising 
during the drive. 

Manager A. EH. Smith of the 
Paramount Theatre in Marion has 
instituted a Central Indiana radio 
contest and has arranged a num- 
ber of co-operative tie-ups with 
merchants. 


Theatre Anniversary 


Radio Show Stimulates 
Winston-Salem Business 


Manager U. K. Rice of the Caro- 
lina, Winston-Salem, picked a 
week when he had a rather weak 
picture for a Majestic radio show, 
and improved business far beyond 
expectations. Dealers gave away 
a radio, mailed heralds, and fur- 
nished display attendants, window 
displays and cooperative newspa- 
per ads. Rice spread the box-of- 
fice benefits by holding the draw- 
ing for the radio the following 
week. 


Mystery Figure Employed 
_ For Ballroom Ballyhoo 


Shrieks and screams were heard 
at the local ballroom when a life- 
like cutout of the Black Bishop, 
sinister figure in ‘‘Bishop Murder 
Case,” playing at the Paramount 
Ogden, Utah, was displayed to the 
hundreds of dancers present. Dur- 
ing one of the dances, lights were 
extinguished and a man proceeded 
to carry the cutout across the 
dance floor. A ghostlike spotlight 
thrown on the moving figure help- 
ed lend atmosphere to the stunt. 


RICHMOND TRANSFERRED 


A five-hundred pound cake, pro- 
moted by Manager HE. BH. Whitaker, 
was the basis of a weight-guessing 
contest during the third anniver- 
sary of the: Carolina, Charlotte, 
and served to add 12,000 names 
to the mailing list. Bakery also 
gave 1000 small cakes for dis- 
tribution to women patrons Mon- 
day night, and a florist gave roses 
to women attending six o’clock 
shows. 

Neighboring merchants adver- 
tised in a four-page newspaper 
section, plugging the _ theatre. 
With “Burning Up” one of his 
pictures, Whitaker also secured 
a full page co-op ad, Firestone 
dealer taking half of it. Cost, six 
passes to persons whose license 
numbers were printed in the ads. 


District Manager Lea Richmond 
has been transferred from his dis- 
trict in Southeastern Nebraska to 
take charge of BE. R. Cumming’s 
district, following the latter’s pro- 
motion to division manager. Rich- 
mond’s office is still in the World 
Theatre Bldg., Omaha, Nebraska. 

Vogel Gettier, formerly city man- 
ager in Grand Island, Nebraska, 
replaces Richmond and will con- 
tinue his office in the Capitol 
Theatre, Grand Island. 


Fittingly Celebrated 


spread beams dead spots. For 
best results, he said, the lower 
part of the beam from the upper 
bank of horns should strike at 
about the middle of the orchestra, 
with the focal point in the rear of 
the auditorium two-third to three- 
fourths of the distance from the 
stage to the rear of the house. Dif- 
fusion of the sound takes care of 
the front of the orchestra, and if 
the sound is too loud at this point, 
the horns should be tilted up, so 
that the volume will be practically 
uniform from front to rear. ; 

“Our sound engineers and the 
ERPI technical inspectors will 
make necessary changes for you,”’ 
Dr. LaPorte said, ‘‘but it is essen- 
tial for you to be familiar with 
these fundamentals.” 


Testing Beams 

The balcony, he said, should be 
covered by the lower bank of 
horns, with the top seats within 
the beam. The high spot oceasion- 
ed by the crossing of beams from 
upper horns to orchestra and lower 
horns to balcony is above the au- 
dience and causes no trouble. 

Beam coverage can be tested 
within a margin of error of two 
feet, Dr. LaPorte said, by making 
tests with an old, noisy record on 
the non-syne. 

“Pay no attention to speech or 
music as you walk across the bal- 
cony or orchestra,’”’ he said, “‘but 
listen to the ground noise. The 
former will vary in intensity, but 
the noise will be constant. As you 
| walk out of or into the direct beam 
you will note an immediate 
change. 

“A not uncommon error is that 
of believing that the axis or cen- 
ter of the sound beam is at right 
angles to the horn face. Because 
of the horn curvature, the beam 
center is at an angle of 15 degrees 
below the right angle. On horns 
made within the last six months 
sae is indicated by a painted white 
ine. 


Check Frequently 


“Once you have proper sound 
distribution, the task of maintain- 
ing correct volume is lighter. In 
checking your sound, select a point 
which represents an average con- 
dition, always at least 15 or 20 
feet from the back wall. Check 
other parts of the house frequent- 
ly to be sure that distribution re- 
mains uniform, that horns have 
not been disturbed and that units 
have not, weakened. 


“In case’ of trouble with your 
sound,’ Dr. LaPorte concluded, 
“always call a Publix engineer 
first. He will take things other 
than equipment into consideration. 
If it is an emergency call an ERPI 
man as well.”’ 


One Hundred Windows 


Chain grocery tie-up effected by 
B. V. Sturdivant, Indianapolis the- 
atres, netted 100 windows, use of 
special sacks and distribution of 
“Honey’’ cake samples. 
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VIGOROUS DRIVE FEATURES 
PUBLIX OPENING IN CHEYENNE 


Taking fullest ; aie atvan advan- 
tage of the local situation, C. T. 
Perrin, manager, with the assis- 
tance of C. C. Woods, district man- 
ager, staged an opening campaign 
for the renovated Paramount 
Theatre, Cheyenne, Wyo., that 
made the theatre the talk of the 
town, resulted in enthusiastic re- 
ception by the town officials, and 
a street full of people impatiently 
waiting for the opening signal. — 


Due to careful preparations, and 
incessant work, the campaign was 
run off without any trouble. The 
detailed report from Perrin, the 
manager of the house, gives some 
idea of the scope of ‘the opening 
activity. 


The Report 


1. Newspaper stories started, 
dealing with generalities, some 
four or five weeks in advance. 


2 Advance newspaper cam- 
paign also started sufficiently early 
with copy being changed and built 
up to a very fine opening ad, 


8. Some of the stories for our 
special section did not arrive, and 
we were forced to write what we 
could from what we-know, person- 
ally, about some of the personali- 
ties in our  organization,—but 
managed to get very good repre- 
sentation along this line. 


4, An eight-page newspaper sec- 
tion was planned with the local 
daily paper, ‘‘The Tribune.” Two 
days before coming out with it, 
they announced that they had fail- 
ed, and could give us only a four- 
page section. We had our hearts 
set on this eight-page section, or 
nothing, and had ordered cuts and 
all for it, so just had to have it. 
Mr. Woods took active command 
of everything around the theatre, 
and I went out with the Tribune 
advertising manager and sold the 
other half of the necessary space 
of his section for him. Rather a 

_ proposition to face when we are 
so new in the town, but luck just 
seemed to be with us, and we man- 
aged to get our eight-page section 
as planned. The fact that Mr. 
Woods was on the job, and work- 
ing like a trooper, was the only 
thing that made it possible for 
this to be done. 


5. Two hundred and fifty one- 
‘sheets and five hundred window 
ecards were ordered before we 
came up here,—only to find that 
we would not be permitted by the 
city to do any tacking or posting. 
Instead every empty store window 
in town was plastered with one 
sheets. Practically every window 
in town contained a window card, 
and some of them one sheets. For 
this, not a single pass was issued. 
The co-operation was great. 


6. One hundred special stream- 
ers were ordered, and the local 
Chamber of Commerce was sold 
on the idea of their distributing 
them for display in local store 
windows as a special welcome to 
the Paramount. They were un- 
able to get them all out, however, 
and the balance were put out by 
ourselves. 


Neighboring Towns 


7. Publix Entertainment special 
was scheduled to appear here, but 


was impossible to get it due to; 


weather conditions, so had to give 
the idea up. 

Instead of this, we sent one of 
our staff around to neighboring 
towns with one sheets and win- 
dow cards, to properly cover them. 


8. A radio salute was broadcast 
to us from Denver, Colorado 
Springs, Pueblo, and Greeley. 

At Greeley, we arranged for a 
special midnight frolic, starting at 
11:30 P. M. and lasting until the 
last request had been filled. This 
turned out to be three o’clock in 
the morning. The Greeley broad- 
east took place on the night before 
our opening, of course, and HOW 
that station did plug for us. 


They secured a special jazz or- 
chestra, used the Sterling Organ, 
and had the Greeley Kiwanis Club 
down. there singing and talking. I 
-was formerly a inember of the 
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NEW RECORD 


Breaking all a ae wecas for 
speed in acting on advice 
ever established anywhere, 
Wally Watlington of the 
Strand, Texarkana, Texas, 
had the Hays’ story from a 
recent issue of Publix Opin- 
ion rewritten as an inter- 
view with District Manager 
Arthur Cummings and. spot- 
ted in the local paper just 
two hours after receiving 
Publix Opinion. It appeared 
early that same afternoon. 

Perhaps more of Your 
Editor’s suggestions might 
find themselves put to good 
use if they were done while 
the smell of printer’ s ink 
was still fresh in the read- 
er’s nostrils. Try it, you 
procrastinating empire puild- 
ers! 
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Kiwanis Club at Greeley, and ar- 
ranged this part of it before I left. 
The Mayor of Greeley, and several 
of the members of the club made 
speeches of welcome to the Para- 
mount Theatre, and wished us 
luck, etc. At any rate, it was a 
great send off. 


9. Mr. Woods made short talks 
before the Service Clubs in Che- 
yenne, quite a little in advance 
of our opening. I do not know 
the dates. of these talks, but have 
heard several people say that they 
thoroughly enjoyed the spirit of 
them, and the way in which we 
came into Cheyenne. 


Window Displays 


10. Some eight or teh window 
displays, and tie-ups, were secur- 
ed, most of them using large pan- 
els which we received from for- 
mer runs in the District on ‘‘Love 
Parade,’’ others being made up by 
our Mr. Adams. 


11. Fifteen inserts on ‘Love 
Parade’ were placed in window 
locations well chosen in the bus- 
iest part of the city. 
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12. Happened to mention in one 
of my stories that I belonged to 
the American Legion. As a re- 
sult, three members of the Legion 
post came here and stated that we 
were entitled to a welcome from 
the Legion, so they turned out 
their thirty-piece uniformed Drum 
Corps and paraded all over town 
for us on the opening night. We 
arranged for some four blocks of 
new autos to join the parade, 
headed by the Police Traffic Offi- 
cer. Boy scouts were used to:-car- 
ry our big banner in the lead. 
The cost of the banner was our 
only expense. The Legion donat- 
ed their services as welcome to 
Publix in Cheyenne. 


13. Ten telegrams of congratu- 
lation were arranged through Arch 
Reeve, coming to us from Para- 
mount Stars, through ‘Western 
Union, and ten more through Pos- 
tal Telegraph. These were mount- 
ed on one sheet mats and display- 
ed in the center of each Western 
Union and Postal window ‘respec- 
tively. 


14. Complete window displays 
on the picture were tied in with 
three music stores in town— 
100%. 


15. Three thousand rotos were 
distributed on ‘‘The Love Parade,”’ 
the back page being taken by the 
local Phileo Dealer. Entire cost 
of rotos, printing, and distribu- 
tion, was split between us. Dis- 
tribution was made through the 
local Boy Scout troop, under per- 
sonal supervision of the Scout 
Master. 


Philco Tie-Up 


16. Local Phileco dealer ‘gave 
order for eight twenty-four sheet 
stands, tying in with us, but could 
not get service on them in time, 
so this was cancelled at the last 
minute. 


ous For the first time in the 
history of the local street bus com- 
pany, they carried. large banners 
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MEET THE BOYS! ! 


° 


KNOW YOUR ORGANIZATION! ! 


oO promote acquaintance, respect and mutual understanding of the splendid individuals who comprise 
Publix, these one-minute biographies are offered. They’re not printed as vanity ticklers for the showmen 
here portrayed. We want the peers and biography of everyone in Publix for the benefit of everyone in 


Publix. 
W. H. HEMPHILL 


W. H. Hemphill, manager of 
the via Daytona Beach, Fla., 
embarked on 

his theatrical 

career on 

March Ist, 

1923, as an 

usher at the 

Rialto, Chat- 

tanoo ga, 

Tenn. Two 

rapid promo- 

tions follow- 

ed, to, the as- 

sistant man- 

agership of 

the Bijou, 


to the man- 
agership. Af- 
ter a short 
period as as- 
sistant man- 
ager of the 
Tivoli in the 
same city, 
Hemphill =e 

¢ again made 
W. H. Hemphill manager of 
the Bijou, and of the York and 
Bonita as well. 

From Chattanooga Hemphill 
went to Knoxville as manager of 
the Queen, Lyric and Majestic 
Theatres, thence to Macon, Ga., 
as manager of the Rialto. Pro- 
motion to the City Managership 
of Macon followed, then a trans- 
fer to West Palm Beach as man- 
ager of the Kettler and Rialto. 
Hemphill’s next move was to the 
Vivian, Daytona, his present as- 
signment. 


BERTON Ww. BICKERT 


Early, theatrical experience of 


“Berton W. Bickert, City Manager 
in Mari on, 
Ohio, was 
gained in the 
Pea Cif ice 
Northwest, 


where he op-- 


erated his 
own theatres 
in Spokane 
and North 
Port, Wash- 
ington: Big 
Timber, Mon- 

Pinole, 


lowing these 
ventures 
Bickert did 
special work 
eifor Jensen & 
Von Herberg. 


Next came 
several years 
as half-own- 
B, W. Bickert, ¢€T and Gen- 

eral Manager 
of the Majestic Theatre circuit, 
comprising three houses in Boise 
and two in Nampa, Idaho, and 
one in Ontario, Oregon. 

Leaving the Northwest, Bickert 
went with Saenger Theatres, Inc., 
in the south, acting as District 
Manager for eight years. Upon 
complete affiliation of Saenger 
and Publix, Bickert was assigned 
to the Rivoli, New York, and two 
weeks later to the Palace; Ma- 
rion, as manager. Three months 
later, in December, 1929, he was 
advanced to his present post as 
City Manager in charge of the 
Palace and Marion Theatres. 


on all street busses advertising 
our opening. This is the first time 
they have ever carried advertising 
of any kind on their busses, aside 
from civic affairs. None for in- 
dividual company at all. Took 
two days to get this tie-up over, 
but it was surely worth it, since 
they cover the city like a blanket 
of snow. 


18. Marquee sign was lighted 
up as soon as installed, but the big 
vertical sign was held off until 
the opening night, except for test. 
The flashing of this sign was the 
signal to open the box office, and 
this was good for a story, as the 
signal to open, of course. 


°19. Three by ten banner an- 
nouneing the opening appeared in 
the front. of our theatre two weeks 
in advance. 


20. I personally called on the 
Governor, Mayor of Cheyenne, 
General of the post at Ft. Warren, 
and other prominent officials, and 
extended an invitation to our 
opening performance. Was _ re- 
ceived very enthusiastically in 
each case, and everyone seemed to 
be mighty happy that Publix was 
finally to come into Cheyenne with 
the best entertainment in the busi- 
ness. 


R. F. EMIG 


R. F. Emig, Manager of the 
World, Omaha, came to the theat- 
rical field 
from journal- 
ism. After at- 
tending the 
University of 
Buffalo, Emig 
worked on 
the Buffalo 
Enquirer and 
the Albany 
Times-Union. 
First theatri- 
cal connec- 
tion was with 
Mitchell 
Mark, at the 
Buffalo and 
New York 
Strand Thea- 
tres. 


Following 
this Emig op- 
erated and 
managed 
theatres in 
ned offs 

. an io, 
a Sante then went 
with Butterfield in Michigan for 
three years. Then, successively, 
he was with Lubliner & Trinz 
and Publix-Balaban & Katz, Chi- 
cago, and with Loew’s in Ohio. 
In February, 1929, Emig came 
back to Publix as manager of the 
Paramount, Waterloo, Iowa. Six 
months later he went to Daven- 
port, Iowa, as City Manager and 
manager of the Columbia Thea- 
tre. Emig received, his present 
assignment in March. 


PERCY LONG 


Secon d-generation showman 
with a record for advancing 
from projec- 
tionist to 
manager 
within a year, 
Percy Long 
started out as 
an operator 
in his father’s 
theatre in Ar- 
lington, Minn. 
back in his 
knee - pants 
|| days. His ca- 
reer aS a pro- 
: jectionist was 
e|interrupted 
when he 
started high 
school, but 
his taste for 
jstaying up 
late remained 
and for three 
years he was 
night tele- 
graphist at 
the local rail- 
way station, 
working an 8-hour shift in addi- 
tion to his studies. 


Creighton College had Long en- 
rolled as a pre-medical student 
for a time, but he left in 1923 
and started a sign shop in St. 
Cloud, Minn. Two years of this 
and Long went to work as relief 
projectionist in the theatre he 
now manages. In Nov., 1925, he 
was transferred to the Sherman 
Theatre, St. Cloud, in charge of 
sign and display work, acting as 
doorman in his spare time. Nine 
months later he was appointed 


Perey Long 


manager of the Grand, St. Cloud, 
his present assignment. 


x 


TED EMERSON 


Entry into the theatre busi- 
ness of Ted Emerson, manager of 
the Strand, 
Des Moines, 
dates back 
only two- 
years. He 
came to Pub- 
lix from a 
Portland, 
Q@regon, 
newspDa- 
per, wher 
Ralph Crabill 
engaged hi 
to assist Ed- 
die Hitchcock 
with the pub- 
licity attend- 
ant to open- 
ing the new 
Portland 
Theatre, now | 
the. Portland 
Paramount, 


Following 


the opening/ — 


Ted Emerson E™merso xr 
went to Se- 
attle, thence to Omaha as Pub- 
licity Director of the Paramount, 
nee Riviera. In five months 
Harry David decided to make a 
manager out of him, and shortly 
thereafter sent him to Des 
Moines to manage the Strand. 
Accompanying photograph 
shows Emerson in shirt sleeves, 
his most effective costume. This 
sketch can best be concluded in 
Emerson’s own words... “have 
three weaknesses; one of them 
gets my pay check every week to 
buy shoes for the other two.” 


HENRY P. HOF 


Henry P. Hof, manager of the 

Bardavon, Poughkeepsie, N. Y., is 

another of 

the many 

Publix show- 

men who 

have advanc- 

ed from usher 

to manager. 

Hof began as 

an usher at 

the Liberty, 

Poughkeep- 

sie, in his 

last. year at 

high school, 

from which 

he graduated 

in 1917. En- 

listing in the 

U. S... Army 

Air Service, 

Hof was in 

uniform until 

the war end- 

ed, spending 

six months 
overseas. 


In January, 
MOT 3 426.479, eo £ 
came back to Poughkeepsie and 
the managership of the Liberty, 
eventually becoming assistant to 
the General Manager of the Bar- 
davon Theatres Corp., in charge 
of the Collingswood Opera House. 
When it closed, Hof went to the 
Stratford as assistant Manager, |. 
then the Bardavon. When Pub- 
lix entered Poughkeepsie in 
April, 1925, Hof returned to the 
Stratford, going back to the Bar- 
davon in 1927. In January, 1929, 
he was promoted to the manager- 
ship of the Bardavon. ; 


Henry P. 


\ 


“Tour” Idea Meets 
With Success 
in Indiana 


Picture and institutional ex- 
ploitation activity in Anderson, 
Indiana, was at a maximum flurry 
for four weeks recently when 
Harry Muller, manager of the Par- 
amount, introduced a ‘“‘Round Trip 
To Happiness and Hconomy Tour,” 
with the aid of the local newspa- 
per and merchants. The primary 
object of this campaign was to 
publicize current and future at- 
tractions and to institutionalize 
the Paramount. All this was se- 
cured at no expense to the thea- 
tre, excepting daily distribution of 
about five: passes for prizes and 
cost of printing tour tickets. 


The plan, as outlined by Muller: 
Merchants purchased advertising 
space at regular rate. Theatre 
furnished and distributed 10,000 
tour tickets which were acceptable 
at. the merchants’ stores for bar- 
gain rates. In return for the ex- 


tra advertising the newspaper re- 
ceived, they gave the theatre recip- 
rocal space and. publicity during 
the four weeks of the campaign. 
The first two. customers visiting 
the stores to take advantage of 
the bargain ticket, were given 
guest tickets to the theatre. Hach 
day the theatre also listed lucky 
‘tour ticket’ numbers on a bulletin 
board in the lobby. Recipients of 
those tickets. filled out special 


forms and presented them to the 


newspaper before receiving guest 
tickets. 


Even though weather conditions 
were bad, the response shown dur- 
ing the “Round Trip To Happiness 
and Economy Tour” . campaign 
was more than gratifying to the 
merchants and the theatre. 


GIVES CEDAR CHEST 


Manager Harry Herman of the 
Paramount, Cedar Rapids, follow- 
ed through on the Lane Cedar 
Chest—‘“‘Honey”’ tie-up, with re- 
sult that his largest department 
store mailed out 10,000 theatre in- 
serts in April letters to accounts 


and gave away a Lane Chest at 


his -Monday night show. 
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E.V. RICHARDS, THE DEAN OF SHOWMEN! 


| VETERAN CIRCUS TROUPER 


LED PUBLIX - 
SUPREMACY OF THE SOUTH 


SAENGER TO 


In the days just after the Spanish. American War, when a 
wave of romantic and adventurous restlessness swept over the 
youth of the land, a little boy of thirteen slipped aboard an out- 
going tramp steamer under the cover of darkness and sailed away 


on the boundless seas toward 


the Great Adventure. 

That little stowaway, now a 
man of 44, sits behind a glistening 
desk and directs the destiny of the 

‘largest theatre circuit in the 
South. For that pioneering in- 
' stinect, zest for adventure, courage 
to explore new fields and blaze 
' new trails which made a lad of 13 
steal away from home, drift down 
to Charleston and stowaway on an 
ocean-going vessel where he was 
later promoted to a cabin boy, has 
stood him in good stead in his 
chosen profession. It enabled him 
' to so dot the South with theatres 
’ that a slogan was born—the fight- 
' ing slogan of his organization— 
which has become a by-word in 
every home below the Mason-Dix- 
on line: ' “WE COVER DIXIE 
LIKE THE DEW!:”’ 

The little cabin boy who grew 
up to be the South’s Greatest 
Showman is none other than Er- 
nest Vincent Richards, Vice Presi- 
dent of Publix Theatres Corpora- 
tion and President of Saenger 
Theatres. 


Born in Carolina 


E. V. Richards, as he is more 
commonly known, was born in 
Wilmington, North Carolina, Jan- 
uary 30,1886. He attended a pri- 
vate school in his home town con- 

| ducted by a Mrs. Alderman. The 

' restrained, pedantic atmosphere of 

' the class room presided over by 
this genteel soul was strangely at 
variance with the _ turbulent 
dreams already beginning to in- 
flame the mind of the youthful 
Richards who, while parsing a 
verb or monotonously intoning 
that “Indo China is noted for its 
tea, rice, rubber, etc.,’’ was think- 
ing of exterminating ‘“Injuns,”’ 
storming citadels. and battling 
fierce pirates off the Barbary Coast 
with murderous knives clenched in 

’ their teeth. In a word, he found 
it dull there. So his parents sent 
him to Bois Creek Military Acade- 
my of North Carolina, thinking 
that the more active life of the 
military school would better suit 
the temperament of their off- 
spring. 

For a while, all went well. Soon, 
however, he grew tired of the 
“make believe’ of war. He craved 
a real enemy to charge against, 
and not an empty and harmless 
corn field; he wanted real, danger- 
ous desperados for targets and not 
pieces of white card-board with 
circles on them; he longed for ac- 
tion—exciting, red-blooded action 
and not dress parades. 


War is Declared 


Just about that time, some one 
sank a boat in Havana Harbor. A 
passionate frenzy of excitement 
swept its scorching breath over 
the length and breadth of the 
land. Proclamations were made, 
volunteers called, Rough Riders 
formed, naval squadrons mobilized 
and men, from all walks of life, 
were summoned to the. colors. 
WAR! The great hour in the 
youthful life of E. V: Richards 
seemed to have struck. 

Although barely thirteen at the 
time, he tried to enlist, as a drum 
boy in the army, a cabin boy in 
the navy, as anything in any 
branch of the service, just to get 
over where the fighting was going 
on. But invariably, he was hooted 
away from recruiting stations by 
hard boiled sergeants and petty 
Officers who jeeringly advised him 
to go home to his mamma. It 
was here that a quality in Rich- 
ards’ make-up which has always 


been associated with him through- 
out his entire active career, first 
manifested itself. If EH. V. Rich- 
ards wanted something, he usually 
got it. The thirst for sea, boats, 
adventures, incited by the promi- 
nence of naval engagements dur- 
ing the war, had to be assuaged. 
So down to Charlestown stole this 
lad of thirteen, there to hide un- 
der a tarpaulin of an outgoing 
tramp steamer, and, although the 
war was over by this time, he got 
what he was after—Adventure. 


Becomes a Showman 


Returning to the states some 
time later, with his thirst for ad- 
venture intensified by his recent 
experiences, Richards shipped out 
of Galveston, Texas, on the S. S. 
Montreal bound for Cape Town, 
South Africa, where a little ex- 
citement was going on in the form 
of the Boer War. When the Mon- 
treal returned for dry-dock to 
Newport News, after a hectic time 
in the African war area, young 
Richards got a job for a while 
working in the Newport News ship 
yard. But before long, the gypsy 
heel began bothering him again 
and he joined an itinerant circus 
which happened to be playing that 
town. This act, motivated by a 
vague, youthful restlessness, gave 
show business one of its most cap- 
able, astute and dynamic leaders. 
From that time on, the life of E. 
V. Richards as a showman started. 


He trouped with Walter Main’s 
Circus, Wizard Of Oz, Rentro Jol- 
ly Pathfinders Stock Company, 
Murray Comedy Company, Shep- 
pard’s Motion Pictures, Bostock 
and Ferari Carnival, Jones & 
Adams, J. Frank Hatch Shows, 
Swanson & Leyton Shows, Patter- 
son Shows, Boer War Circus, 101 
Ranch Shows, Cotton Blossom 
Show Boat, Dickies Circle D 
Ranch, Faust Minstrels, James 
Adams Shows and countless other 
troupes which, “like snow upon 
the desert’s dusty face, glistened 
a little hour or two—was gone.’’ 


Invaluable Training 


This formidable array, 
outweighs the combined experience 
of dozens of showmen in the in- 
dustry, touches only the highlights 
of his early trouping days, many 
little odd jobs, shows, concessions, 
contests and fairs—where he oscil- 


which 


lated regularly between three 
shells and three balls—being omit- 
ted on account of limitations of 
space. 


He did everything, from wash- 
ing elephants to financing, putting 
on and selling the show. The 
training he received was inval- 
uable for his future theatre work 
because, in addition to mastering, 
in every detail, the technique of 
“putting on a show,’ he gradually 
accumulated a clear and profound 
idea of the human being, singly 
and collectively, in relation with 
its search for diversion and enter- 
tainment. He learned of that 
vivid curiosity concerning that 
which is strange, awful, exotic, 
satisfied by the view of wild ani- 
mals, bearded women, sword swal- 
lowers and armless wonders. He 
plumbed that vague yearning for 
beauty which rounded the mouths 
and eyes of the yaps when the 
bare-back riders, in pink tights 
and ruffles, came prancing in, and 
that more_ powerful and direct 
sexual urge which jammed the 
side shows where the ‘‘kootch’”’ 
dancers swayed their sinewy 
thighs. He found out all about 


—! 


PUBLIX PERSONALITIES 


These Publix personalities depend upon your effort, just as you 


depend upon theirs. 


To know and understand each other’s person- 


alities and problems will lighten the burdens of everyone, and make 


our tasks ‘enjoyable. 


For this reason, PUBLIX OPINION is devoting 


an important part of its space to these brief biographical sketches. 


E. V. RICHARDS 


that strain of vanity and egotism 
in mankind, mental as well as 
physical, which swelled the coffers 
of the three shell tables and the 
various bell-ringing apparatus 
with the contributions of ostenta- 
tious ‘“‘suckers,’” proud of their 
strong minds or backs. 


Surveyed Emotions 


He sounded that vast urge for 
laughter underlying all entertain- 
ment which sent the rubes into 
loud guffaws at the mere sight of 
red grease paint on the nose of a 
clown. Thus, in his many years of 
wandering as an itinerant show- 
man, he was enabled to get a clear 
survey of the length and breadth 
of human emotions, tendencies 
and reactions, which furnished 
him with a solid and lasting foun- 
dation upon which to build his fu- 
ture success in show business. 


While associated with these var- 
ious organizations, young Rich- 
ards, with the true showman’s 
flair for a coming turn in popular 
fancy, became impressed with the 
possibilities of a new form of en- 
tertainment which was beginning, 
more and more, to play upon the 
imagination of the public. It was 
a series of photographs projected 
upon a screen but which, unlike 
the old ‘‘magic lantern’’ slides, ac- 
tually moved. One of these mov- 
ing pictures, called ‘“‘The Great 
Train Robbery’ and put on as a 
sort of side show in a carnival, 
packed them in so consistently 
that it seriously endangered the 
life of the other attractions. He 


decided that the matter was worth 
looking into. 

Starting by selling these mov- 
ing pictures to Western film ex- 
changes for Aiken, Swanson and 
Crawford, he finally decided there 
was more money in showing the 
pictures to the public himself than 
in selling them to exchanges. So 
in 1910, he _ settled down in 
Shreveport, Louisiana, and, form- 
ing a partnership with Henry 
Stearns, the firm of Stearns & 
Richards, proprietors of a ‘‘picture 
show,’ began doing business in 
that city. 

The business prospered from the 
start. However, before long, 
spring came around and with it 
came seductive memories of wind- 
ing roads and sunshine and the 
fragrance of early blossoms, the 
cracking of whips, prance of 
horses, bawling of brazen-lunged 
barkers, blare of bands, excite- 
ment, milling throngs, action, 
movement, life! The lure of the 
sawdust ring, definitely impreg- 
nated into the very being of the 
youthful though veteran circus 
trouper, was not to be withstood. 
So with two old trouper pals of 
the old carnival days, he developed 
the Sobel-Richards-Shear circuit 
in New Orleans. 

This, however, was H. V. Rich- 
ard’s Swan song as far as his cir- 
cus days were concerned—his last 
farewell to the colorful fraternity 
of the sawdust ring. For, return- 
ing to the hustling commonwealth 
of Caddo Parish, shortly after, he 
joined the Saenger Brothers as 
manager of their theatrical prop- 
erties. In 1917, when that organ- 


ization had become the Saenger 
Amusement Company, he joined 
them at New Orleans and has been 
with that company ever since. © 


Saenger Chain Grows 


Splendidly equipped for his new 
task by his long and varied ex- 
perience as a showman, the acquis- 
ition of EH. V. Richards by the 
Saengers served as a marked im- 
petus-to that organization which, 
under his direction, immediately 
began its rapid march toward su- 
premacy in the South. The re- 
sourcefulness, shrewd calculations 
and concise, dynamic system of a 
man who had made the amuse- 
ment business a profession and a 
life study, instantly began to be 
felt. Saenger theatres sprang up 
like magic throughout Louisiana. 


When the magnificent Strand 
Theatre, still one of the show 
places of the South, was built in 
New Orleans, the invasion of that 
town’ was complete. In June, 
1917, came the absorption of the 
Fichtenberg interests which took 
in theatres in Vicksburg, Miss., 
Houston, Texas, and Pensacola, 
Fla. Then, the contagion spread 
and, before long, Dixie was ac- 
tually covered with Saenger thea- 
tres like the dew. On September 
1, 1929, when the company was 
bought by Paramount, the thea- 
tres of the organization covered 
eleven Southern states, Cuba, 
Jamaica, Panama and Costa Rica. 
With the purchase, E. V. Rich- 
ards became a Vice President of 
Publix Theatres Corporation. 


Shuns Publicity 


Constantly associated with great 
ventures in the amusement indus- 
try (he was one of the organizers, 
for instance, of First National Pic- 
tures, Inc., and an executive with 
Mr. Sam Katz until 1927,) Mr. 
Richards is great copy for news- 
papers, yet he seldom speaks for 
publication. He is interested pri- 
marily in getting his theatres and 
his organization before the public 
and not himself. Like Adolph 
4Zukor, Sam Katz, the Balabans 
and other truly great showmen, he 
is essentially a modest man and 
shuns the spotlight of publicity. 
Also like these men, he has always 
been devotedly attached to his 
family. Despite his active, busy 
life, he has nevertheless managed 
to tour the world several times 
with his wife, while rearing eight 
children. 


Having worked himself, and 
worked hard, from his early youth, 
he is a great believer in that key- 
stone upon which all success, he 
feels, is based. “Every man can 
succeed if he works’’ is and al- 


ways has been his motto. Mr. 
Richards’ climb has not always 
been a bed of roses. He has felt 


the devastating hand of failure as 
frequently, perhaps, as success. In 
speaking of those periods, he 
merely smiles and says: “It’s 
part of the game.”’ 


Perfectly unassuming, plain as 
broad-cloth, yet infinitely diplo- 
matic, democratic, likeable and 
sympathetic, these attributes are 
an innate trait of the man’s per- 
sonality. The range of his opera- 
tions covers towns from popula- 
tions of 10,000 to cosmopolitan 
cities the size of New Orleans with 
over a half million population, so 
marked diversity of policy and 
presentation affect them. Yet, Mr. 
Richards has known how to im- 
part to his managers that per- 
sonal, public-contact touch, with 
the result that the personality of 
the leader is felt in the most re- 
mote outpost of Publix-Saenger 
operations. In each case, he has 
converted the local manager into a 
dynamo to energize the city, town 
or theatre he represents. 


At the age of 44, he has at- 
tained a pre-eminent position in 
the amusement industry, being 
without a doubt one of the out- 
standing showmen in its long and 
colorful history. Yet, with it all, 
he still wears the same size hat. 

No wonder all Publix joins the 
whole South in feeling mighty 
proud of Ernest Vincent Richards, 


ment. 
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LIGHT PLANS SIMPLIFY UNIT STAGINC 
PRODUCTION DEPT. ADOPTS 
STANDARD STAGE LAYOUT 


Lighting of all Publix units is now being planned in accord- 
ance with a standardized stage layout, result of months of study 
of equipment installations in many theatres by Francis M. Falge, 
James Orr and William Enes of the Publix Production Depart- 


The newly adopted standard layout is reproduced on this 


Advantages of stage standardization are apparent, among them 
the saving of time in hanging and setting a show, ease of opera- 


_ tion, and elimination of bad first 
performances. With unit light- 
ing planned for a standard lay- 
out, data sheets are standardized 
and unit lighting may be easily 
reproduced in each theatre. 

Footlight circuits selected are 
red, white and blue. White is in- 
cluded for high intensities of light, 
particularly for line girls’ num- 
bers. If amber is desired a dim- 
med red and white without blue is 
a satisfactory substitute. 
lights should be of 100-watt size, 
diffusing type, in a double row on 
not larger than 5’’ centers, with 
the upper row of reflectors paral- 
lel with the stage floor and the 
filaments slightly above it. 

New Type Spotlights 

Borderlights are 200-watt 
chromium plated on 8’’ centers. 
The small size is seen as a big ad- 
vantage, and desirable intensities 
are easily obtained, in conjunction 
with accompanying equipment of 
the standard stage. Red, white 
and blue circuits are used in the 


Foot-| 


first border, which should be as 
far downstage as possible and 
masked to light the apron but not 
the set. This border lights the 
line girls and the acting area. 
Other borders, at 5’ 6” intervals, 


are in red, green and blue. White 


is rarely used over a set, and may 
be obtained when necessary, since 
these three colors when mixed pro- 
duce white. 
quent demand for unit lighting. 

Spotlights are of the new type 
which were made up for the 
Metropolitan, Boston, and the Par- 
amount, New Haven, where they 
have proved to be very successful. 
With exception of the balcony 
spots, all use 6’ lenses of 10 to 
12” focal length, giving a small, 
usable spot. They have pre-fo- 
cussed. base sockets and lamps, 
which automatically line the fila- 
ments up with the lenses. Mirrors 
have no focussing adjustments, 
because of the new base. 


Suggestions for Spots 
It is suggested that spotlights 


Green, too, is in fre- 


be hung on a pipe with a aati 
walk to get to them, or a catwalk 
be hung on another pipe and 
removed when the spotlights are 


adjusted, instead of the old pon-| 
/derous steel bridge which handi- 


capped direction of spots. Hung 
on yokes, adjustment of these 
spots is simple. 

Division of these spotlights into 
two bridges has proved very suc- 
cessful. The two circuits of eight 
spotlights downstage are not criti- 
cal and once the show is set rarely 
need attention. With the second 
bridge, having a circuit of 4 lamps 
and 3 circuits of 3 lamps, prac- 
tically any part of the set may be 
reached, an impossibility with the 
older system. 
closed behind the horns allowing 


additional time for adjustment af- 


ter the picture goes on. 

With towers and tormentors, 
opposite sides usually work to- 
gether to provide balanced light- 
ing. Numerous controls can be 
saved on the ‘switchboard by using 
4000-watt plates and working 
two lamps on each side together. 
Where capacities are insufficient, 
the change can easily be made to 
provide the additional capacity 
necessary. 

High wattages are usually not 
needed downstage, and are pock- 
ets have therefore been provided 
at the four upstage pockets. <A 
4000-watt pocket is provided on 
each side to care for the 2 circuits 
of bunchlights (14-500 watt). For 
special effects a 6000-watt pocket 
is provided on each side. Several 
2000-watt pockets have been pro- 
vided upstage - use for one or 
two hanging spots, effect machines 


Blacks may be}| 


and the like, These can also be 
used for the towers, giving addi- 
tionai flexibility when necessary. 
New Bunchlight 
A new type of single unit 
bunchlight is included’ in the 
standard stage. It is small, using 
only a 12”’ color frame, and is sus- 
pended on a yoke for easy adjust- 
ment. Highly efficient, these may 
be moved at will providing a high 
intensity light of just the right 
color for a back drop or as in- 
dividual floods where needed. 
For needed flexibility, ten each 
of portable spots and bunches 
should be provided. Other port- 
able equipment, listed on the lay- 
out, is required from time to time. 
A special, movable tower has 
been designed for the standard 
stage, as well. Its small size, 
24 by 30’, is advantageous, ‘as are 
other special features. 
Supplementing these stage 
lighting facilities, two balcony cir- 
cuits are recommended for use 
with units, with an extra circuit 
added when apron lighting is in- 
adequate. 


Utilizes Historical Parade 
For Attraction Ballyhoo 


On the day prior to opening of 
“Song of the West’? at the Mis- 
souri, St. Louis, the St. Louis His- 
torical Society had a covered wag- 
on parade throughout the city in 
rommemoration of the departure 
of the first covered wagon over the 
Oregon Trail. Harry Niemeyer 
put boys with banners at each end 
of the procession and turned it 
into a ballyhoo for his picture. 


Act Used As Livins 
Trailer For 
“Honey” 


Morris Simms, manager of th 
Olympia in New Bedford, pla 
vaudeville each Wednesday, Thur 
day and Friday, and on Saturda 
April 5th, he opened with ‘‘Honey 
in a big way. Success of his ope 
ing was largely due to a novel” 
stunt pulled the three previous 
days, with resulting audience and 
newspaper comment. 


The Libby Dancers, boy and six 
girls, closed Simms’ vaudeville 
bill, and the stunt was worked 
with their cooperation, at the end © 
of their act. Orchestra and organ 
went into ‘“‘Honey,’’ and the fir 
girl came on carrying a large hea 
with “NANCY CARROLL in” o 
it in cutout flitter letters. Ne 
with, a large “H,” then “O, ui the 
boy with INGE ete. 
carried a heart, with 
SATURDAY.” When everyo 
was on the stage, the boy made 


ture, and introduced ‘‘Sing, Yo 
Sinners,’’ to which the two gir 
carrying the hearts did a fast tap 
dance, followed by the close-in. _ 

The living trailer went bigger 
than any of the acts on the bill, 
getting two and three curtain calls — 
each show. One of the New Bed- — 
ford papers carried a four-column > 
cut of the stage picture. 


STANDARDIZED STAGE LAYOUT FOR PUBLIX THEATRES 


Reproduced here is the standardized ‘stage layout for 
Publix unit houses, as developed by Francis M. Falge, James 
Orr and William Enes of the Publix Production:Department. 
Including many improvements and representing the best 
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practices for unit stages, this layout: is working out excel- 
_lently in actual practice in a number of theatres. 

Stages equipped in accordance with this plan represent 
a minimum. of cost in installation, first cost, and cost of 


BFFs With GELATIN =. 
AGLE 


RENO VABLE Apuust 


PORDER - RED, GREEN @ Bivs 


ca ADJUSTABLE - I cieuIT of 4 LAMPS $B of THeks ———~» 


i [¢ 


j : ‘o' 
i FlooR PochEt> 2 
‘get 4-3 Gi ea f 


SUENSS ESAS 
os 


Side SyTer rer en S-Zosew. Dimme ae 
Wenn WITH opp Sind 


Cle aa a 


loo @ & 


i a een ene POO 


THIS ILLUSTRATES 
NEEDED WHEN oR 
SMALL STAGES 
MEANS 
THE ADDITIONAL NECHSSARY SPAce For 
UNITS. 


-2ciReuTsSs 
SPLIT. 


2 [4 de 


+ me 


ify 


CONCERT 


HORNS - 

AXIMUM © SPACE 
ARE FLOWN ~ 
SWpuLD use OER 
OF HANDLING, THUS PROVIDING 


\$T | BORDER - Rep, WHiTE ¢ BLUE 


5 


- FOOTLIGHTS 


a 


DouBLe Row ~ 


RED willTe ¢ BLUE - DIFFUSING 


[tf 


LE) AGA 
SLACK BORDER 


SPLIT 
PIPER | 


q Pp & SHEE 


PERMANE, AUNSKING LEC 


= 


S 
-_ Ey 


/ 


operation. Theatres may on request obtain large blue-prints 

. of the layout from the Publix Production Department, Para- 
mount Studios, 460 Pierce Ave., Astoria, Long Island. Study 
this with your Magnifying Glass. . 
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“THE STANDARD STAGE” 


PRODUCTION DEPT. - 
Hence 17, 1924 wan fora City 


Een 


of Chicago and Detroit houses. 


_ treasurer. 
“Th addition to these men who 
have made rapid advancement in 
‘Managerial posts, more than a 
re of men holding important 
ositions in other’ departments of 
ere company began similarly.”’ 

Present managerial assignments 
‘in Chicago, as announced by Mr. 
laban, together with starting 
‘positions of some of these men, 
: are as follows: 


i District 1 
' UL. H. Dally, District Manager. 
Chicago: Manager, Roy C. 


uder (Usher); Ass’t. Managers, 
. Austin, J. Thompson (Door- 
Treasurer, D. Kennedy 


- Oriental: Manager, E. E. O’Don- 
nell» (Usher); <Ass’t Managers, 
‘alvin Burris (Usher), J. Cavan- 
gh; Treasurer, M. Schwartz. 
Tivoli: Manager, George L. 
randt (Usher); Ass’t Managers, 
Felch (Special), George Tabor 
(Usher); Treasurer, L. Matlin. 
 Power:. Manager, M.; Conner 
(Usher); Ass’t, J. Norris (Usher). 
' McVickers: Manager,S. B. Soble 
| (Special) ; Ass’t, H. Popel; Treas- 
_urer, C. Nesbitt (Usher). 

-. United Artists: Manager, Miles 
F Concannon (Doorman); Ass’t 
_ Manager, M. Blick; ok 


Rhodes (Special). 

Roosevelt: Manager, A. D 
pel; Ass’t, E. Boisumeau qUener); 
Treasurer, D. Tutt (Usher). | 
_ Regal: Manager, I. J. Faggen; 
Ass’t, R. Bizzelle; Treasurer, Je 
Tolmaire (Usher). 


Maryland: Manager, A. B. 
Shaw; Ass’t, N. Templer (Usher). 
District 2 


C CG. F. Strodel, District Manager. 
a Marbro: Manager, J. P. Casey 
4 (Usher); Ass’t, J. Katz (Special) ; 
Treasurer, J. Greenfield (Special). 
4 Granada: Manager, Harry Pot- 
Ass’t, A. Leonard 
Cc. Nagel 


_ ter (Usher) ; 
_ (Usher) ; Treasurer, 
(Special). 

Senate: Manager, H. H. Byram; 

_ Ass’t, J. Clarke (Special). 

Harding: Manager, L. C. Wal- 

rath (Usher); Ass’t, R. Brown. 

Central Park:, Manager, : M. 

Horke; Ass’t, J. Bingemer (Spe- 

cial). 


District 3 
N. M. Platt, District Manager. 
- Uptown: Manager, W. B. Hol- 
den (Usher); Ass’t, H. Pfeiffer; 
Treasurer, E. Springer. .. 
_ Paradise: Manager, Sylvan G. 
Goldfinger (Doorman); Ass’t, M. 
Osborne; Treasurer, L. Whalen 
(Usher). 
; Norshore: Manager, C. E. Giesse- 
' man; Ass’t, B. Feldman (Usher). 
'  Riviera:' Manager, A. P. Conroy 


(Usher); Ass’t, E. Worsham 
_ (Usher). \ 
District 4 
 £. M. Glucksman, District Man- 
_ ager. 


4 _ Century: Manager, L. Salkin; 

- Ass’t, M. Smith. 

-  Belpark: Manager, E. Nikodem; 
- Ass’t, J. Smelker. 

e. Berwyn: Manager, M. Murphy; 
_Ass’t, A. Katz (Special); Treas- 
urer, H. Bishop (Usher). 


* State: Manager, J. Stevens 
' (Usher); <Ass’t, A. | Wallace 
(Usher). 

a Crystal: Manager, C. Kamp; 
_ Ass’t, H. Brown; Treasurer, A. 
_ Gilligan. | 

' Congress: Manager, L. Weil; 


_ Ass’t, S. Faggen. 
Varsity: Manager, R. Archbold 
q (Doorman); Ass’t, W. Youngren. 


- Covent: Manager, A. Binnen- 
- feld. 
. La Grange: Manager, Charles 


™ es (Usher). 
q MERCHANTS’ WEEK 


. Manager Bolivar Hyde, Jr., of 
the Polk, Lakeland, Fla., put over 
q a merchants’ week which was real- 
Beoly a patrons’ gift week. Seven 
merchants cooperated, furnishing 
window displays and three gifts 
- each for the nightly drawings. 


aed, 
oy 


PROVES RULE IN B. &K. HOUSES 


. “Striking evidence of the opportunities presented by Publix, with 
a its ‘promotion from within’ policy, lies in the new set-up of managers 
' in Chicago theatres,’’ states John Balaban, Division Director in charge 
“Of the managerial staffs at Publix- 
Balaban & Katz theatres here, twenty-six entered the employ of our 
Chicago organization as ushers, five as doormen, and nine as ‘specials,’ 
receiving floor training prior to assignments as chief of service or 


FISHER STATES, 


PICTURES NOW 
A NECESSITY 


Hectartie aka motion pictures 
are no longer a luxury but a neces- 


sary form of recreation for the} 


masses, Professor Irving Fisher, 
professor of Economics at Yale 


es OPINION, WEEK OF APRIL 25rx, 1930 


i FROM USHER TO MANAGER 


LOBBIES AND WINDOWS! 


Livening up the lobby to entertain the patrons. 
manager of the Metropolitan Theatre, Boston, Mass., promoted several 
tie-ups with leading commercial interests which resulted in free and 
widespread window card distribution. 
merchandise in the lounge as a direct tie-up with the current attraction. 
The Curtis Wright F lying School of Boston displayed aerial apparatus 
during the showing of “Young Eagles.” 
lounge of the “Met” was sponsored by the Jordan Department store. 
Other merchandisers participating in lobby displays were: Pepsodent 
Tooth Paste, Beechnut Coffee, Telechron Clocks and Hoods cream. 
Window cards and heralds are distributed to local dealers by these 


various companies. 


University and internationally fa-| - 


mous authority on matters of 
finance and business called atten- 
tion to the importance of the mo- 
tion, picture theatre in the econo- 
mic, social, and recreational life 
of the 120,000,000 people in the 
United States in a» syndicated 
article recently published. 


He showed graphically the rise 
of attendance at theatres in the 
last eight years. In 1922 atten- 
dance was estimated at 40,000,000 
a week, whereas at the end of 
1929 it had increased to 115,000,- 
000. 


Commenting on this, Professor 
Fisher said: “It is an accepted 
fact that motion pictures are no 
longer a luxury but a necessary 
form of recreation for the masses. 
The average family has been so 
accustomed to placing movies on 
its weekly budget that attendance 
receipts were almost stabilized be- 
fore the advent of the ‘talkie.’ 
Since then motion pictures have 
sustained only a few desertions 
and gained a vast army of new 
friends.”’ 


Through the courtesy of Profes- 
sor Fisher we reproduce herewith 
the chart showing the rise in at- 
tendance. 


P Irving Foher Feb, 27, 1990 


MILLIONS 
WEEKLY REE NUNES 
A 
MOVING PICIURE THEATRES 
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It has recently been estimated 
that the exchanges in this country 
daily handle more than 28,000 
miles of motion picture films. 

A survey also reveals that there 
are now 22,600 motion picture 
theatres in this country, with. a 
weekly attendance of 115,000,000. 

There are 235,000 employes in 
the motion picture industry in this 
country. 

About 10,000 theatres are 
equipped to reproduce sound at 
the present time. 

(ind SE BON eI oS PS Be 


Chattanooga Chamber of 
Commerce Cooperates 


Chattanooga Chamber of Com- 
merce is putting on a ‘Know Your 
Chattanooga’ campaign in con- 
junction with the Tivoli Theatre, 
‘featured by lobby displays, news- 
‘paper publicity and cooperative ad- 
vertising. Tivoli is managed by 
Clint Lake, City Manager. : 

Idea ties in with the theatre’s 
“Pageant of Progress,’’ but is so 
successful that it will be continued 
indefinitely. First display is of old 
photographs of Chattanooga, plan- 
tation day costumes loaned by 
prominent citizens, and relics of 
the Civil War. Succeeding weeks 
will have displays by various man- 
ufacturers and merchants, with 
the telephone company next on 
the list. 


Because of the Chamber of 
Commerce sponsorship, news- 


papers in general are interested, 
and ensuing publicity has en- 
thused merchants.. 


Overcomes Small 
Screen Problem 
Effectively 


Not possessing a large screen 
with which to present ‘“‘The Vaga- 
bond King”’’ overture novelty, sup- 
plied by the Music Department, M. 
Rosenthal, manager of the Ly- 
ceum, Duluth, Minn., devised a 
novel presentation with the aid of 
a Brenkert machine that is receiv- 
ing whole-hearted applause from 
all patrons. 

When asked by Publix Opinion 
how the stunt was accomplished, 
so that other theatres in the same 
position might do likewise, Rosen- 
thal responded: 


“Not having any large screen 
we depended entirely on our 
Brenkert. I had four slides 
(negative) made up. One of a 
large crown, one of Lillian 
Roth, one of Jeanette Mac- 
Donald and one of Dennis 
King. . 


“We used one of our lamps to 
throw a blue background on the 
curtain part of the picture, then 
as the first number was played 
by the orchestra we faded in the 
crown in colors, then faded it 
out. For the next number we 
faded in Lillian Roth and ete, 
to Dennis King. For the finale, 
when the orchestra starts play- 
ing. forte on the last number 
we threw a prism color wheel 
over the entire stage from the 
proscenium, speeded up the col- 
or wheel and it gave us a punch 
finish. 

“During the playing we 
changed various colors from 
the front of the projection ma- 
chine masked in, to hit only the 
orchestra. It was a very effec- 
tive novelty, judging from the 
reception it received, and cost 
only a few dollars for the 
slides.’’ 


y) 


Stores Ballyhoo ‘Sally’ 
With Discs of Music 


Fred P. Hornscheidt, manager 
of the Rialto, Chickasha, Okla., 
obtained enough ballyhoo records 
on “Sally” to furnish one to each 
music and department _ store, 
where they were played three days 
in advance and throughout the 
run of the picture. Helped sell 
music of picture, and netpee. sell 
the picture, too. 


/ 


Lawrence I. Bearg, 


The dealers displayed their 


A fashion parade held in the 


PHILCO HUGE AID 
IN N. C. CAMPAIGN 


Phileo dealers bought and dis- 
100 tire 
covers and 500 souvenir booklets 
when Manager Hugh J. Smart 
opened ‘‘The Vagabond King”’”’ at 
the Imperial in Charlotte, N. C. 
imprinting costs. 
Philco also, cooperated with win- 
dow displays and co-op ads plug- 


tributed 25,000 rotos, 


Theatre paid 


DARING SALES 
EFFORT NETS 
HEAVY GROSS 


It requires courage and an acute 
sense of entertainment values for 
a-showman in the south to at- 
tempt to sell a negro picture and 
to play up its colored cast. That 
is just what Manager James C. 
Cartledge of the Strand Theatre, 
Knoxville, Tenn., did with ‘‘Hal- 
lelujah” and with such good re- 
sults that the picture was good 
for a hold-over. 


Campaigns in other southern 
towns had soft pedalled colored 
angle. Cartledge, after a preview, 
determined to sell ‘‘Hallelujah’’ 
as a class picture. 


Two weeks before the rez une 
opening, a special pre-view was 
held to which were invited presi- 
dents of civic clubs, newspaper 
editors, critics, columnists, etc., 
and some of the most influential 
people of Knoxville. Dignified in- 
vitation cards were used. As each 
guest entered theatre he was given 
a white card on which was written 
|on one side ‘“‘Due to your influen- 
tial standing in Knoxville, you 
were among the selected list for 
this preview on ‘‘Hallelujah.’’ We 
therefore ask for your opinion on 
the other side of this card as to 
the merits of this production.’ 
Blank space on reverse side of 
eards was filled in by most of those 
present, and a special endorsement 
board was made up of these signa- | 
tures and put in the theatre lobby. 


In addition a letter was sent to 
a select list of 350 persons, four 
days in advance of showing. Re- 
sult was a response from a much 
finer clientele than usual. 
Newspaper support was excep- 
tionally fine, whole columns being 
devoted to story, characters, di- 
rection, etc. To mark the occasion 
as a special one, the entire theatre 
Boa was built up as a cotton 
eld. 


L é j e y e 
ging the radio show at the theatre. | Vagabond King Premiere 


Department store bought and 
distributed souvenir booklets, sell- 
ing premiere tickets in advance 
and mentioning the service in ads. 
Smart circulated a rubber stamp 
around town for three weeks, get- 
ting ‘coming’ coverage at news- 
stands, music and radio stores, 
papers, magazines, bills, parcels, 


ete. 


Usual radio exploitation was 
augmented by a_ boy’s 
singing ‘Song of the Vagabonds’’ 
and broadcasting of the bailyhoo 
record on the picture 


times. 


Twowant-ad tie-ups completed 


pmart’s campaign. 


chorus 


several 


Civic Event in Davenport 


Reserved seat premiere show- 
ing of “The Vagabond King” in 
Davenport, Iowa, was a_ civic 
event. Motion pictures were made 
on | of audiences entering theatre, with 
a long carpet rolled from lobby to 
curb for that luxurious feeling and. 
thousand watt bunchlights, ares 
and railroad flares for illumina- 
tion. Florist tie-ups for decora- 
tions. Mayor made an introduc- 
tory speech from the stage, then 
threw a switch which started the 
performance. John Krier and R. 
F. Emig handled the campaign. 


WORK IT OVER AND OVER 


The following letter sent by J. A. Koerpel to district managers in 
his division, followed and amplified an editorial in the Nov. 8, 1929, 
issue of Publix Opinion entitled “Are You a Sandwich Man?” 


“Please read this and send a separate letter covering each 


one of your managers. 


Over.’ 


It should be titled ‘Work it Over and | 


“Somebody said that the world belonged to the discontent- 


ed. Men that are too easily satisfied, seldom go far. 


Partic- , 


ularly is that true in the practice of advertising. The big things 
in this field are achieved chiefly by men whose own work 
constantly fails to please them. That makes them try to do 


better work and they do. 


That means hard work and the fruit 


of all hard work generally is intelligent work. 
“The best copy and advertising is written by men who are 


rarely satisfied with their first attempts. 
fact always, work their copy over and over. 


They generally, in 
.The best ads 


are made up by the type of man who will make many before — 
he satisfies himself on the one that is best for the pariienlan 


picture in mind. 


“Rior the best selling plans are developed by men who 
talk little, investigate endlessly and work hard at their work. 
Show advertising and show selling is a very serious business— 
it entails the expenditure of great sums of money—men who 
succeed in it are men who work with a very serious purpose. 
There is much for us to do with reference to our advertising 


and our selling. 


“Remember that your newspaper is your most important 


medium in addition to your screen. 


Watch your trailers and 


when they are not selling see to it that you have trailers made 
that you. feel will sell, but don’t dash off your copy and say 


*here is my copy’ or ‘here is my ad.’ 


See to it that it is care- 


fully thought out and that when it goes into the paper or on 
the screen it is something that you won’t have to be ashamed 


of.’’ 
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YOU HAVE THE 
MERCHANDISE 
SELL IT ! 
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Publix Theatres Corporation, Paramount Building, New York, Week of April 25th, 1930 


YOU HAVE THE | 
MERCHANDISE 
SELL IT! 


Clean, truthful, decent advertising has elevated show business beyond the reach of critics who formerly based 


llattacks upon ads of undesirable type. Publix policies along this line have won public confidence. 


jretain it! 


“(Leave no stone unturned to help Publix maintain | 
the high standing it holds in the world of theatres.” 


Publix S Opinion 
Published by and for the Press Representatives and Managers ef 


PUBLIX THEATRES CORPORATION 


SAM KATZ, President 


A. M. Borsrorp, Dr. Advertising Benjy. H. Serxowicu, Editor 
: Contents Strictly Confidential , 


WITH A PERISCOPE 


In this era-of highly organized and specialized show business, 
the opportunities for personal security and advancement are 
brighter than ever before in theatrical history. 

“How does it effect me?” you might ask. “You'll be safeguarded 
in your job because there'll be a secure job for you to fill,” the 
man at the bottom of the periscope could answer. 

Whether you realize it or not, jobs in show business for the 
last couple of decades haven’t been so permanent. The Zukor- 
Lasky-Kent-Katz era gave you the first insurance policy on 
your good job, no matter how good you were. If you're on the 
payroll now, that insurance policy is a mighty valuable one—for 
Publix and Paramount promote from within the ranks. 

In the old days, a showman had to know how to rob a clothes- 
line and:detect a “gold-brick.” He had to defer to inferiors and 
submit to injustice. The business was an outcast. Its lusty pioneers 
often were crafty persons of hypnotic eye and a hole in the sock. 
Today, the business stands third in the list of honest industries 
that exert high influence for public good, and it operates as 
smoothly as tho on ball-bearings, and as silently and efficiently. 

True enough, we’re operating efficiently now—much better than 
a year ago and twice as good as a year before that—and so on. 
But the future will bring operating improvements that will 
pleasurably startle you. It’s a great big business, getting bigger. 
As such, it cannot tolerate the bombast of the jack-of-all-trades 
showman who wants to be the bride at the wedding and the corpse 
at the funeral—the one who muscles his way in with a big bass 
voice and a conference face, and, in a high handed manner, proceeds 
to trample everyone in sight. Those incompetents who follow 
the theory that it’s easier to look wise than to be wise, may 
always win a few high places—but the hazards of that job- 


“holding idea are becoming greater and greater, as the actorship 


in the business end of show-business is being pushed farther and 
farther back onto the stage where it belongs, and “biz” becomes 


_ business. 


The age of the specialist in show business will suddenly be upon 
us. The showman who can double in brass and post a 3-sheet, 
write an ad and be the missing uncle in the second act, will prob- 
ably have a devil of a time finding a regular job. But there will 
be no dearth of jobs for experts in any and all of those mighty 
important phases of management. Let’s all be prepared for that 
day! Study your business, NOW! © 


PUBLIX LEADERSHIP 


Commenting favorably on the new Hays code in common 
with other newspapers, the Philadelphia Bulletin goes on to 
suggest a ban on suggestive and salacious advertising, which 
often misrepresents the plot and purpose of a picture and’ makes 
it appear far more deserving of criticism than it is in reality. 

It is significant that this newspaper is not in a Publix town, 


for Publix long ago anticipated the wisdom of avoiding any 


possibility of censure for salacious advertising. 

To the foresight of Mr. Katz, Publix owes its immunity 
from criticism on this score. His edict against suggestive pub- 
licity pointed out to every Publix showman the dividing line 
between good and bad advertising morality, before even a hint 


of opprobrium could attach to the organization because of mis- 


directed enthusiasm. 

Behind the pronouncement of Mr. Katz outlawing salacious 
advertising lie two reasons for such a stand on the part of 
Publix. In the first place, of course, such advertising is in- 
herently wrong, and has no place in Publix. Beyond this, it is 
unnecessary. Publix merchandising methods do not require 
the doubtful assistance of salacious or untruthful advertising. 
Publix showmen are of the fifty-two-weeks-a-year type who 
neither need nor want to resort to such advertising. 


CHANGE NOTED 
IN NEWS PARTY 
SPACE STUNT 


One of the oldest promotion 
stunts in show business is that of 
giving a party for newsboys at a 
theatre, in return for which the 
paper usually runs stories about 
the party, before and after, with 
a few lines of publicity on the pic- 
ture tacked on. 


Mistakenly supposed to be a 
good-will builder, the stunt as us- 
ually handled is bad for two rea- 
sons. First, a party of news car- 
riers, all young boys, is bound to 
be more or less noisy and _ boister- 
ous, and will keep patronage away 
from the theatre if the per- 
formance they will attend is an- 
nounced in advance by the paper. 


In addition, it smacks strongly 
of advertising the free-ticket-taint, 
and if it is extensively publicized 
lessens the value of tickets to your 
show in the eyes of potential pa- 
trons. 


When handled in the manner in 
which Publix-Balaban & Katz 
theatres in Chicago have utilized 
the idea for years, however, it has 
distinct value in promoting friend- 
ly relations with the newspaper, 
which carries more tangible bene- 
fits. 


As staged in Chicago, no pub- 
licity whatsoever is given to the 
entertainment of the news-boys, 
but the circulation manager ar- 
ranges with the city editor for 
publication of stories and scene- 
cuts exclusively and directly on 
the current attraction, the kind of 
concrete publicity which is most 
necessary and _ valuable. The 
newsboys are not mentioned. 
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NEW YORK 
PROGRAM | 
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Week Beginning April 25th 


New York Paramount 


. Overture—Paul Ash 

. Paramount News and Trail- 
ers on “Return of Fu Man- 
chu” 

. Organ Concert—Mrs. Craw- 
ford 

. Publix Unit — Paul Ash, 
Helen Kane 

. “Light of Western Stars’”— 
Paramount 

. Trailers 

.N. V. A. Collection......-- 

140 minutes 


Brooklyn Paramount 


= 1. Prelude 

= 2. Paramount News and Trail- 
= ers on “Return of Fu Man- 
= chu” and Helen Kane 

= 8. “At Home’’—Paramount.... 
= 4, Organ Concert—Earl Abel. . 
= 5. Publix Unit—Rudy Vallee. . 
= 6. “Light of Western Stars”— 
= Paramount 

= 7. Trailers 

= 8.N. V. A. Collection 

= 140 minutes 
= 


Rialto Theatre 


. Paramount News 
. “Prisoner’s Song” — Para- 
mount 
. “Paramount on Parade’— 
Second Week 
. Trailers 
121 minutes 


Rivoli Theatre 
“Ladies Love Brutes’—First 
Week 
Criterion Theatre 


“The Vagabond King”— 
Eleventh Week 


> NNR 
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We must always 


—SAM KATZ, President, Publix Theatres Corporation. 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
trade papers for it, too! 


LENGTH OF FEATURES 


Subject 


Character 


Foot- 


Make age 


Young Man of Manhattan— 


8 reels (AT) 


Paramount 7300 


Those Who Dance—9 reels 


9 reels (AT) 


6750 
6240 


Warner 


M-G-M 


Crossroads—7 reels 


Spring 
(AT) 


Prince of Diamonds—7 reels 
(AT) 


(AT)—All-Talking 
LENGTH 


5840 
5175 


6190 


Fox 
Fox 


First National 


Columbia | 
Tiffany 


OF TALKING SHORTS 


PARAMOUNT 
Lulu McConnell—‘At Home” 
“Prisoner’s Song’’—Cartoon 


’ Desert Thrills 
Footnote 
Milton C. Work 


Codee & Orth—‘‘Taking Ways” 


Audio Review No. 5 


FIRST NATIONAL 


“Song of the eee 


Killing the Killer 
Call Me A Doctor 


Naughty Nightmare ..... 
On A Plantation........- 


(Trailer) 
OLUMBIA 


eeereeeee eeeereeeree 


LENGTH OF SYNCHRONOUS SHORTS 
UNIVERSAL 
“Bowery Bimbos”—Oswald Cartoon 
“Broadway Folly’—Oswald Cartoon 


TEASER CAMPAIGN 


Manager Walter Morris of the 
Tampa Theatre started off a teaser 
campaign on ‘Sarah & Son” with 
a girl ’phoning residents, asking 
for the theatre, and then stating 
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Page Col. 
MERCHANDISING 


Second Quarter Campaign 
Circuit Shows Its Zeal... 
Hats for the Hatless 
District Pulls Pageant Act 
Spring Week Inflames 

Northwest 
Central Hoosiers Make 
Bid 
Special Pictures f 
Byrd Film ........- ie Grete 
Also 
Young Man of Manhattan 
by Russell Holman 
Puttin’ on the Ritz 
by Bruce Gallup 
Reviews of “Shorts” 
by Louis Notarius 
Paramount on Parade... 
Also 
Vagabond King 


Also 
Sarah and Son 
Burning Up 
Young Eagles 
Safety in Numbers 
Honey 
Hallelujah 


Publix Stein Song 
Hance Gets 
Stories 
Speeches Obtain Publicity 

Telephone Exhibit 
Thirty Boys Carry Mes- 


Page One 


sage 

Winston-Salem Radio 
GhOW cccccccccvcccccce 

Mystery Figure in Ball- 


room 
Utilizes Historical Parade 
Lobbies and Windows.... 1 
Change Noted in News 
Party 
Anniversaries 
Theatre Birthday List... 
Anniversary Celebrated. . 
General Merchandising 
May Pay Days 


» 


: | 
: 
: 
: Special Stunts 
Radio Show at Saenger.. 


she was Sarah Storm and seeking 
her son. Newspaper ads carried 
out the idea, and on opening day 
a box in the theatre ad explained 
that Sarah had found her son, 
and both could be seen at the 
Tampa. 
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Publix Opening in 
‘Cheyenne : 
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Music Head on Tour 
Live Salesman Needed in 


Overcomes Small Screen 
Problem Effectively.... 11 
Students Hear Dr. LaPorte 
on Sound 
Managers’ Self Quiz 
GENERAL INFORMATION 
Strict Ban on “Hot” Ads.. 1 
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of Passes ..ccccceseces 
Contract Warning 
N. V. A. Drive Opens 
April 27 
Sales Volume Fixes Prices 
of Ad Aids 
Horse-Sense is Prerequisite, 
Says James ....s-eeee aes 
Meet the Boys 
E. V. Richards’ Biography. 9 
Light Plans Simplify Unit 
* Staging 10 
From Usher to Manager 
Proves Rule in B. & K. 
Houses 
Fisher States Pictures Now 
Are Necessity 11 
Editorials 
N. Y. Program Plots 
Length of Features 12 
GENERAL NEWS 
Screen Ads, Commercial 
Films, Now Important By- 
Product Activities 
200 Canadian Houses May 
Join Publix 
Company Name 
April 24 
District Managers Meet to 
Further ‘“Know-Policy’.. 1 
Assignments 2 
Byrd Cameramen Honored. 
2 Promotions in District Re- 
visions 
Managerial Training on In 
crease 
New Record ....-+++s. Stee 


